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Wieboldt’s Windows, Chicago, lighted effectively with X-Ray Reflectors, (Jove, Color Ray, Spotlight and Footlight ) 
attract shoppers by their rare beauty, emphasized by proper lighting effects. 


indows that Sell 


Color Lighting 
For varied color effects in Show 
Windows use the Color Ray No. 66, 
a separate unit for attachin?, to stand- 
ard X-Ray Reflectors, 


Spot Lighting 
The X-Ray Spotlight emphasizes the 
leading, article in your display by 
concentrating, an intense spot of white 
or colored light upon it. 


Foot Lighting 
Wax forms, especially, look more na- 
tural in Show Windows if some of 
the minor shadows are eliminated 


by X-Ray Window Footlights, 





Are Effectively Lighted 


Every day scores of Chicago people who would otherwise 

do their shoppin, in the Loop are attracted to the W. A. 

Wiebolt Stores, away from Chicago’s main shoppin, dis- 

trict, by their attractive displays effectively lighted 
WITH 


X Ray Reflectors 


EVERLASTING ee 


STANDARD FOR SHOW WINDOW LIGHTING 


Even your most beautiful display has little sales value if 
it is shrouded in %loom and darkness. Properly lizhted 
windows alone, will sell. Good lihtin3, effects will im- 
prove every display and make it more effective. Plan 


the hghting, for your Spring displays NOW. 
Window FLOOD Light 


(Not a Spotlight) 


The X-Ray Window Spotlight is the latest in Display Lighting. It 
Rives a wide spread of direct light in the center of which there is an 
intense beam of reflected light. The unit is supplied with color frame, 
and gelatin color screens of red, blue, 3reen and amber. 


National X-Ray Reflector Company 


NEW YORK CHICAGO LOS ANGELES 
me 31 W. Forty-Sixth Street 229 West Jackson Boulevard Pacific Finance Building 


~~. ENGINEERS IN ALL PRINCIPAL CITIES 
\ 
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Attention, Department Managers! 


Pages noted opposite your Mr.__-------------- 
name contain valuable infor- 
f | FRENTE OR ae eee 
mation. Read and pass on to 
next name designated. 
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Original Decorative Novelties 





from Baumann’s 


ERE are shown five of the very newest set pieces 
for the Spring Season. Each one is carefully de- 
signed, and the flowers and painted decorations are 
in perfect harmony. 


It is such articles as this that has won for Baumann’s 
the reputation of producing the very finest decoratives 
that are to be found anywhere. 


i Experienced display men will know at a glance that 
i ed each one of these articles is entirely practical from 
| his standpoint, and not only combines the knowledge 
of designing, but a very thorough knowledge of the 


3 problems of display work. 
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_ B D 184—Pompeian Stand.—This stand is 
5 ft. 6 in. high. Base is elaborately hand 
carved. Flower piece is on a wire frame 
covered with silver tinsel cloth and silk 
flowers in brilliant yellow and shiny black 
leaves, and makes a _ beautiful contrast 
against the silver cloth background. Sus- 
pended is a heavy silk cord ornamented 
with hand carved wood tassels decorated in 
ebony with coloring to match _ Stand _ is 
finished in antique gold with brilliant poly- 
chrome coloring and base is a perfect imi- 
tation of black marble. 


Stand, $30.00 each. 
Flowers, $13.50 each. 





B D 44—Neveity Flower Basket.—Basket is 
cut from 2-inch material, face of which is 
heavily ornamented with composition. It is 
then finished in dull gold antique finish. The 
stems or branches ane handsomely hand 
carved and finished in polychrome. Roses are 
pink with deep green foliage. The entire 
effect is fitted on a base covered with blue 
satin. Height over all, 30 in.; length, 36 in. 
This piece possesses the very finest decora- 
tive qualities. The foliage may be changed 
from time to time, which would make it suit- 
able for any season. 


Complete, $42.50. 
Basket without Flowers, $37.50. 





B D 444—Decorative Plaque.—Here is some- 
thing entirely new in the way of a decora- 
tive plaque. This plaque is 42 in. in diame- 
ter with a narrow ebony frame cut from 
six-ply material, on the back of which is 


stretched orchid satin. The design is ap- 
pliqued on from imitation patent leather, 
which is then hand decorated in beautiful 
colors. The flowers are gray blue silk with 
patent leather centers. This is one of the 
most striking and unusual pieces in our 
entire line, 


Price complete as shown, $39.50. 








Note — The 
items illus- 
trated are 
novelties to 
be found ex- 
clusively in 
the Baumann 
line. They 
will be sold 
to only one 
customer in 
each city, and 
we advise 
you to place 
your order at 
once. 


and beautifully 


handles are of metal. 


in our entire line. 





Flowers, $18.00, 





B D 218— Greek Vase.— With 
novelty floral piece. The floral 
piece 1s made on a wire frame 
covered with silver tinsel cloth. 
On the surface of the design 
are- shaded leaves and flowers. 
Piece is decorated with glass 
jewels and pendants. The vase 
is 36 in. high, turned from wood 
ornamented. 
It is finished in black, putty, 
green-gold and vermilion. The 
This is 
one of the most striking vases 


Price Vase, $27.50. 








Novelty Bird Stand 
B D 231—Stand. B D 230—Bird, 


Stands -6 ft. 6 in. in height. 
Nicely turnea stand decorated 
in antique gold stipple on which 
is mounted composition bird 
beautifully painted in oil and 
brilliant colorings. In conjunc- 
tion with this is flower piece 
made from finest quality silk 
flowers and leaves in pastel 
shades. 


Price of Bird and Stand, $30.00 
Price of Foliage Spray, $4.60 ex. 





L. Baumann & Co., 357 W. Chicago Ave., Chicago 












































THE ‘DISPLAY WORLD 3 








The 
Publishers Rage 
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What the Test Revealed 


=a.) \WVELVE new advertising contracts for space 
in The DISPLAY WORLD were received 
during the past month. The advertisments 
of these new accounts appear in this issue. 

What does this remarkable interest in this pub- 
lication mean to you? What, let us ask, would 
such a proportionate increase in accounts mean to 
you in your business—to any merchant or manu- 
facturer—or any business or profession? 

Basing our judgment on the expressions as man- 
ifested to us by old advertisers and the disclosures 
made by new advertisers there can be but one answer 
to the query. Twelve new accounts grace the pages 
of the January issue of The DISPLAY WORLD 
because a minute investigation on the part of these 
advertisers has resulted in the positive realization 
that this publication, established on the principle 
of distinctive service to the entire field of mercan- 
tile display and guided by a platform designed for 
the full accomplishment of that purpose, has suc- 
ceeded in meeting the complete requirements of a 
critical and discerning field. 

The investigation, which prefaced any favorable 
action on the part of these new advertisers disclosed 
the important fact that reader interest in The DIS- 
PLAY WORLD was more intent and general than 
in any other publication claiming to cover the dis- 
play field. It unmistakably registered the conviction 
that The DISPLAY WORLD was a power, the 
most influential in an important field, and was so 
recognized by the rank and file of those in the field. 
It proved conclusively that reader interest of the 
display field centered in The DISPLAY WORLD— 
a publication that has made good in the accom- 
plishment of its purpose through rigid adherance 
to the most instructive and constructive program 
of principles ever introduced into the mercantile 
field. 

Briefly, this answers our own question, but as- 
sociated with that answer it is well to include the 
appreciation which accompanies any accomplish- 
ment that results in the remarkable reception ac- 
corded such as evidenced by the twelve new ad- 
vertisers, recognized as representative, in their de- 
cision to employ The DISPLAY WORLD as a 





medium through which greater distribution of their 
products may be obtained. 

The action of these twelve new display adver- 
tisers resulted in the contracting for space in The 
DISPLAY WORLD, because an_ investigation 
proved the advisability of it, and old advertisers 
testing its strength as an advertising medium have, 
almost without exception, signed contracts for the 
1923 campaign for the same reason—because every- 
where DISPLAY WORLD influence is mani- 
festing itself. Other accounts will be received be- 
fore the February issue goes to press, and these 
also will result from the positive realization of 
The DISPLAY WORLD’S influence—its selling 
power determined by its 100 per cent reader in- 
terest. 

The check on DISPLAY WORLD circulation, 
which is the largest paid circulation in the display 
field, its popular standing in the field and its merit 
as an advertising medium served also to substan- 
tiate our claims concerning quantity and more im- 
portant, quality circulation. DISPLAY WORLD 


readers are the substantial bulwarks of the gen- 


eral display profession. They represent the lead- 
ing exponents of the display and advertising field, 
and include the progressive displaymen and mer- 
chants of the smaller towns. Quantity plus quality 
plus 100 per cent reader-interest circulation equals, 
we believe, a close approach to the ideal in adver- 
tising media. 

Collaborating with and supporting manufac- 
turers advertising in The DISPLAY WORLD is a 
definite program of Service operating within this 
organization and maintained solely in the interest 
of manufacturer and reader co-operation. Then 
also, is our editorial policy so formed that it may 
render service of the unusual variety, service that 
not only evidences a desire to co-operate but as- 
sists in the actual accomplishment of sales. 

The program which has guided The DISPLAY 
WORLD in its rapid and remarkable march to display 
publication leadership will be continued, augmented 
wherever and whenever it is possible to increase the 
efficiency of this publication as a medium of unequalled 
service to the display profession and its industry. 
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A window equipped with latest Period Design 


Correét Display Fixtures 
for Merchandising Displays 


All Kinds of Fixtures for Correct’ Display 
Wood, Metal and Papier Mache 
a @ 
Shoe | 
Fixtures | Wacoes 
in 
Louis X VI 
Period 
Design 





Round Base 


ae ee Ask for , 
No. 2935 Hosiery Displayer Catalog V 
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H h Az ( ; No. 2923. Double Top Shoe Stands 
ug yons O. Equipped with three-way coupling that 
allows adjustment of shoe top in any de- 


ired le. 
LANSING, MICH. lai Following Heights: 


NEW YORK CHICAGO 12 inches high, 5-inch base 
35 W. 32nd St. 217 W. Jackson Blvd. 18 inches high, 6-inch base 
52 Chauncey St. 1 N. Eutaw St. Cross arms and shoe plates removable. 
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Window Displays Business Barometer 


Sales in retail stores great according to the strength of window displays 
—Conceded by leading stores as most powerful sales factor 
window display will be given greater attention than in 
year just closed—A business suggestion for merchants 







PHEPORTS from practically every source of 
x 3 i mercantile information concerning the gen- 
ax eral business conditions of the past year 
indicate that 1923 will witness vast strides in the 
return to normalcy. Statistics gathered from every 
department in the manufacturing and retailing 
fields and also those concern- 


®, 7) 


modity that is handled by the average retail store. 
The influence of the display managers and dis- 
playmen can be excellently employed in the cam- 
paign to create the desired atmosphere and view- 
point concerning the fact that right now is a good 
time to buy. The power of appropriate, compelling 
window displays cannot be de- 


ing farming and other indus- 
tries support the substantial 
character and reliability of 
these reports and predictions. 

“All that is needed,” says one 
business analyst of national 
authority and importance, “for 
the most successful era of busi- 
ness prosperity is the complete 
realization on the part of the 
buying public that there are 
no reasons at this time to re- 
frain from buying.” Condi- 
tions, those affecting business 
are healthy and sound. Manu- 
facturers have returned to the 


No retail store or national adver- 
tiser’s advertising appropriation can 
be complete without liberal consid- 
eration and financial support of the 
display department. Recognized 
generally as having attained the 
point of influence as the most effec- 
tive medium in modern selling 
methods, window display will, in 
1923, gain greater prestige through 
a more general and positive realiza- 
tion of its power as evidenced in 
greater sales volume for those who 
avail themselves of its maximum 
efficiency. Displays prominent in 
reflecting store policies and service. 


nied as incomparable in the 
work of influencing the public 
to an interested regard which 
is usually followed by a desire 
to possess. 

So, in the formation of the 
annual budget, let no merchant 
forget the important depart- 
ment. Let your appropriation 
be liberal since nowhere within 


- the store or without can money 


be better or more profitably in- 
vested. If the department has 
suffered for lack of appropri- 
ation in 1922, see to it that the 
loss you stood because of the 








business of manufacturing and 
merchants are rapidly reaching that point where 
they can place orders for merchandise with assur- 
ance that it will be delivered, and, anticipating a 
general support of the shopping public, can be rea- 
sonably sure of disposing of it at a fair profit. 
Since there seems to be no reason aside from the 
general attitude of the consumer for the failure of 
good business accomplishment it would naturally 
follow that efforts must or should be made that will 
be inclined to erase any fear from that public con- 
cerning the advisability of purchasing. Money is 
plentiful in this country, wages are high, with little 
or no reason to believe that they will be lowered. 
Merchants and manufacturers are optimistic and 
are placing at the disposal of the community ex- 
cellent values in practically every needed com- 


lack of support given it then 
will not be tolerated again. Don’t forget that the most 
profitable and powerful sales element is your dis- 
play window, and in 1923 resolve to place at the 
disposal of your display manager an appropriation 
substantial enough to enable him through his ar- 
tistic skill and keen judgment in buying equipment 
and display essentials to produce for your gratifi- 
cation displays that will result in a 1923 business 
volume greater than any other year in your busi- 
ness life. 

To the display department you must entrust the 
duties of showing merchandise in such a manner 
that it stimulates the desire to buy, and further, with 
the all important task of successfully reflecting 
the progressive service facilities of the store and 
its service to the community in which it functions. 
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Business Success Through Displays 


Greater achievements in the retail shoe field have been accomplished 
by those stores fully appreciating the value of good displays— 
Appropriate window and store decoration a reflection of store service 







: YO WHERE, perhaps, in the general classifica- 
Mew} tion of retail merchants can be found any 
[ye] individual or special classification more gen- 
erally sold on the idea of window display than those 
merchants specializing in the retail business of selling 
shoes, hosiery and accessories. 

To the great majority of shoe merchants the value 
of appropriate display of their products forms the 
most forceful advertising and is considered as the 
most vital and resultful adjunct of the sales depart- 
ment. To these progressive dealers the story of dis- 
play value is unnecessary, since they have learned 
through the jingle of the dollars as they poured into 
the store coffers of the incomparable sales merits of 
correctly planned and efficiently presented merchandise 
displays. 

There are, however, many merchants who for some 
unaccountable reason have thus far neglected to avail 
themselves of the inestimable assistance of the show 
window. And a portion of this number are engaged in 
the business of selling shoes. True, one cannot expect 
all to be leaders in any undertaking, but he can with 
the use of sound business judgment, other things being 








equal, turn the tide greatly in his favor, and this sound 
judgment today insists on the proper appreciation of 
the value of display. 

Retail institutions known today from the Atlantic 
to the Pacific, from the Gulf to Canada, as outstanding 
institutions in the mercantile world, were, in many 
cases, insignificant businesses but a few short years 
ago, and this great and rapid rise to mercantile fame 
has been due to successful methods of advertising— 
to the ability to sense the demand of the public and 
offering that in which it is most interested. 


In that program that has been instrumental in 
reaching the heights in the retail world, display, the 
appeal to the public through actual presentation of the 
merchandise, has played a prominent and profitable 
role. To its power is accredited the remarkable growth 
of The Guarantee Shoe Company, eight years ago do- 
ing a business of less than one hundred thousand dol- 
lars annually but who expect 1923 sales to mount to 
three-quarters of a million dollars. This retail store, 
located in San Antonio, is but one example in thous- 
ands where tremendous growth has been in great meas- 
ure attributable to the appreciation of display and the 
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Display of Black and Gray Footwear by William H. Tea! for La Salle & Koch, Toledo, Ohio 
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proper interpretation of that form of advertising 
through appropriate presentation of merchandise. 
The outstanding retail shoe businesses in the United 
States today have for some time past maintained the 
services of a capable display manager. Window or 
display competition is keen in the shoe field, where a 





Shoe Unit by J. H. Richter, Detroit 


great majority of sales are suggested through window 
appeal. Shoe sales are quick in the making, and so 
easily accessible are numbers of stores that little pre- 
liminary thought is given the purchase of shoes. That 
is, little consideration is given the purchase previous 
to a stimulation which arouses the desire to have a 
new pair or brings to mind the fact that a new pair 
is needed. 

It has frequently been said that shoe sales are made 
on the street, not in the home or office, and basing our 








Grouping of Footwear by A..S. De Vries, 
Lansing, Miciv. 











Another Unit Display by A. S. De Vries 


opinion on observance of men and women shoppers 
we are very much inclined to grant the truth of this 
statement. In view of this, then, the merchant will do 
well to consider his show windows as the proper place 
to advertise and accept display as the vehicle to put 
the advertising over. 

Advertising, as we all know, can be strong or weak; 
it can serve as a prestige builder or it can destroy; it 
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Note How Fixtures Enhance this Richter Display 


can unerringly reflect your business policies and di- 
vulge your most intimate business secrets. It can be 
a sales producer or a sales reducer, accordingly as it is 
employed. Granting all this, then it is not difficult to 
classify the show window and what it presents as a 
determining element in store merchandising. 

Your displays form a barometer of the internal 
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organization of the store; they reflect your merchan- 
dising policies, and upon the success of them will also 
be determined the success of the business. Take an 
inventory, Mr. Shoe Merchant, of your own knowledge 
of modern business policies. Are you getting 100 per 
cent. efficiency in your business? If not, have you 


studied the tremendous possibilities of your show win- 
dows? If you haven’t, we suggest that you lose no 
time in doing so, since the sooner it is done the more 
quickly will your sales increase and the more readily 
will your store prestige register its force on the com- 
munity you would serve as a progressive merchant. 
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Fixtures Important in Sales Making 


Beauty of design and quality workmanship should be evidenced in 
all equipment—Display fixtures assist in the success of every 
window showing—Make for sales efficiency 


ERVICE has long since supplanted prestige as 
the determining essential in retail selling. No 
longer do shoppers go to Smith’s because 

Smith has been doing business in the town for twenty 

years. To maintain his old customers and make new 

ones Smith must support his record of business life 
by the more important element generally accepted as 
service. 

Today store service is paramount, and should be, 
since it has come to include practically all of those im- 
portant things that combine in the successful operation 
of a retail business. Service means willingness to 
serve; it means extensive choice of store stocks; it 
means courtesy ; it means atmosphere; it means excel- 
lent assistance through personal suggestions; and, 





‘A aunewie three 


Y “A = Mg 





meaning all of these things, rightfully assumes the 
important designation as the determining essential in 
modern store operation. 

Appreciating the value of store service, the pro- 
gressive merchant is continually striving for some un- 
usual feature designed to in some manner create a 
favorable impression with the buying public and which 
can be indicated as another form of distinctive service. 

In looking about for service features, for something 
that will create the favorable impression, too many 
merchants overlook the tremendous possibilities for 
service to be found in the installation of modern store 
and display equipment. Selling merchandise in this 
day is to a great extent determined by the display of 
that merchandise, and perhaps most forcibly does this 
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A “Poem in Store Architecture” Would Hardly Describe the New Home of The Bootery, Los Agneles. 


J.P. Smoot is the Display Manager. 
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fact apply in the consideration of the modern shoe 
store. Selling shoes is much a matter of seeing shoes, 
of seeing them displayed in such manner as to present 
points of attractiveness or service, points always con- 
sidered in the buying of footwear. 




















Fixture Unit in Louis XVI Period Design 


There can be no doubt of the fact that a greater 
percentage of shoe sales are made through display than 
result from a similar method in any other line of retail 
merchandising. Any day, any minute of the day, can 
one notice men and women suddenly stop, attracted by 
a shoe display, inspect for a few moments and enter 
the store. These—a great majority of them—had not 
previously decided to buy shoes at any particular store, 
and many of them at the time of stopping at the store 
window had not even thought of purchasing. In 
thousands upon thousands of cases compelling displays 
make quick sales. 





Striking Special Furniture Piece for Shoe Display 


Attention to the display, however, is not sufficient 
to stimulate the sale. There must also be present the 
power to create interest and compel the will to possess, 
and unless the display is complete and perfect the 
chances for maximum working efficiency are materially 
lessened, and frequently it is the seeming details that 


forestall the complete operation of successful display 
operation. It may be an indiscreet use of color; it 
may be poorly lettered cards; it may be a case of too 
many shoes in the display, or any one of a score of 
things; but don’t forget that it might also be battered, 


Ay 








Another Grouping in Louis XVI 


old-style, poorly constructed display equipment and fix- 
tures. 

Efficient display equipment is as necessary as the 
efficient displayman, and, indeed, the latter becomes 
more valuable when he has up-to-date fixtures with 
which to work. Display equipment and fixtures, in- 
cluding cabinets, counter cases, tables, chairs, plateaus, 
stands, etc., are necesary in the conduct of a shoe de- 








Decorative Chair for Shoe Display 


partment, and as such should be given the considera- 
tion they warrant. We know of no item in the equip- 
ping of a modern store that so materially assists in the 
one purpose or object for which the merchant is in 
business—in the making of sales—of profits. 


Good display equipment and accessories are essen- 
tials, but in no sense an expense if appropriately em- 
ployed in conjunction with the correct presentation of 
merchandise. In so far as they serve to create sales— 
to bring a profit in dollars—then they,must be termed 
an investment, and if they are of quality, correctly 
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Display by B. E. Chester for Monnig Co., Ft. Worth, Tex. 


selected, maintained in their ordinary beauty, and, as 
stated above, employed with discretion by one who has 
an understanding of the principles of display, they will 
work with invariable profitable results. © 

Cutting down indiscriminately on the store appro- 
priation for display equipment and fixtures is not mer- 
chandising wisdom, nor can it be termed judgment of 
any classification. Trying to present high-class mer- 
chandise on third-class fixtures is usually as resultful 
as would be the attempt to capitalize on “Babe” Ruth 
as an opera impresario. All of which is offered to 
convey the thought that good fixtures, equipment and 
accessories are as necessary in the maximum efficiency 
of display as the merchandise itself. 
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Trees Formed of Puffed Leather Were Novel 


Appropriate fixtures are not only practical appli- 
ances for the showing or displaying of merchandise; 
they are that and more. They serve also as a part of 
the setting, and they provide the touch of life and em- 
bellishment so necessary in attractive, attention-getting, 
interest-creating displays. 





STRIKING EMBELLISHMENTS IN 
BOOTERY DISPLAY 


A display that has brought considerable commenda- 
tion to J. P. Smoot, display manager for The Bootery, Los 
Angeles, presented wood turned vases with metallic foliage 
as decorative embellishments. Wood vases are meeting with 
the general approval of displaymen and form a most prac- 
tical and adaptable decorative embellishment. 





Another Interior View of the Beautiful “Bootery,’ Los Angeles, California 
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HOSIERY PROFITABLE SHOE STORE LINE EFFECTIVE SHOE UNIT AND SETTING 
NCLUDING a stock of high grade hosiery in HOWN in the center of this page is a small unit 
the modern shoe store has become general in grouping of ladies high-grade pumps, arranged 


most of the progressive stores 
during the past few years. There 
is little reason why all shoe stores 
should not maintain this very 
profitable and companion line and 
in including it in the store stock 
attention should be granted the ap- 
propriate showing of it. 


before an unique and strikingly 
beautiful decorative screen. Fur- 


ther enhancement of the showing 
is to be found in the wood turned 
vase filled with artistically se- 
lected artificial foliage and a har- 
monious and perfectly balanced 
and lettered display card. 


The conception is that of Rich- 
ard D. Grafis, display and adver- 
tising manager for the Walk- 
Over Shoe Stores, Chicago, and 
generally conceded to be one of 
the best equipped displaymen in 
the shoe field. 


Since buying is much a process 
compelled by suggestion it is 
readily to be seen that a display 
of shoes invariably suggests 
hosiery and a display of hosiery sug- 
gests shoes. Big businesses in 
hosiery taken into stock primar- 
ily as a side-line have been de- 
veloped until many stores have 
long since looked upon the hos- 
iery department as one of equal 
importance with the shoe de- 
partment. 





ILLUSTRATIONS SHOW 
FIXTURE PRODUCTS 


HE attention of readers is 

called to the illustrations on 
page 9 of this issue. They showa 
variety of quality products for the 
modernly progressive shoe store, 
manufactured by Hugh Lyons & 
Co., Lansing Michigan. Original 


Then, too, maintaining a hos- 
iery line in conjunction with the 
stock of shoes is an excellent 
and profitable medium of store 
service. Practically every cus- photographs from which illustra- 
tomer in purchasing shoes will “<= tions are made were loaned to 
be interested in the service that will present a line The DISPLAY WORLD through the courtesy of 
of quality hosiery in perfect harmony with the Hugh Lyons & Company, recognized as the leading 
shoes that he has just purchased. manufacturers of store and window display fixtures. 








Suggestion for Hosiery Display. Hugh Lyons & Co., Hose Forms and Special Fixtures Used in this Showing 
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Selling the Idea to the Dealer 


National advertiser doing much in the campaign for general acceptance 
of idea of display value—How H. E. Moore operates special 
display service for the Royal Baking Powder Company 









FE 


mF el. solution of the problem of getting the 
is goods displayed would be practically im- 
| @) | possible of accomplishment without first 
successfully selling the dealer on the value of dis- 
play—of its possibilities to bring results in profits 
to him. We would naturally assume that in these 
days of advanced business methods, with every 
dealer aware of the American craving for things 
that are different, that selling the dealer on the 
advisability of window display would be compara- 
tively an easy task. It is on this point, however, 
that manufacturers and display service specialists 
offer some interesting data. 

A dealer is not sold on anything very readily— 
especially if he has never had the product or service 
for sale. He may agree after lengthy argument 
that display is all right—for some stores, some 
dealers, but not especially for him, and it is for 






just such dealers that manufacturers of nationally 
advertised products are maintaining departments 
consisting of skilled salesmen to educate dealers to 
the advisability of utilizing their valuable space 
for the showing of nationally known products. 

H. E. Moore, field display manager for the Royal 
Baking Powder Company, is one of the many dis- 
play specialists covering the territory for national 
advertisers, and who states that a surprisingly large 
number of dealers are unaware of the possibilities 
of display—are without knowledge of the generally 
accepted fact that display is the most powerful 
factor in merchandise selling today. 

“Many merchants,” says Mr. Moore, “have the 
fear that one is trying to utilize his display space 
for some illegitimate scheme when a display spe- 
cialist representing some well-known brand of food 
product requests of that merchant a space in which 





A Dealer Display. Arranged by H. E. Moore, Service Specialist, The Royal Baking Powder Co. 














ASR a TS 




















THE DISPLAY WORLD 13 


x 


g 
‘#, 
“4p, 





a 


ngrn 


“Aste 





») 
of 


]] ROYAL BAKING POWDER J 


hs isch 


| 
pOOeLUTE Lg IRE 
a ‘~ > 
e 


Another Example of the Royal Baking Powder Co.’s Service to Dealers. Display by H. E. Moore 


a high-class display will be arranged with profits 
accruing to the merchant through the display that 
costs him not a penny, and in addition brings pres- 
tige.” 

Mr. Moore also finds many merchants in ignor- 
ance concerning the service being rendered in the 
interest of them, and frequently an explanation of 
it makes converts to the display idea immediately. 
As an example, some merchants when requested by 
service specialist for window space in which to ar- 
range a showing of a product carried by the mer- 
chant hesitates, and often refuses in the granting 
of it due to a misunderstanding which leads him 
to believe that he is in some way expected to pay 
for the service of making the display. This is a 
condition that should not exist and Mr. Moore 
finds it to his decided benefit to fully acquaint 
dealers on this point before considering any other 
phase concerning display or the value of it. 


Incidentally, the details of the selling program 
of the Royal Baking Powder Company are perfectly 
planned to obtain maximum results and the force 
of display service specialists maintained by the or- 
ganization operate to the decided benefit of the 
general plan. It is the plan of the Royal Baking 
Powder Company to support and augment its ex- 
tensive newspaper, magazine, car card and outdoor 
advertising with a corps of demonstrators, and as 
noted, with a well designed plan of window display 
service. It is the aim of the company to place dis- 
plays in the windows of every dealer monthly. 


The service specialists are equipped with neces- 
sary essentials including cut-outs, lithographed 
panels, screens, display cards, etc., and also a com- 
plete series of fifty display illustrations from which 
the dealer may select as a basis for the display to 
be arranged in his window. Nor does the service 
specialist fail to impress upon the dealer that a dis- 
play of baking powder immediately suggests flour, 
sugar, shortenings, extracts, cocoa, chocolate, co- 
coanuts and serveral other items. He is also told 
that in using baking powder the housewife will 
invariably utilize three or four other articles carried 
in the store. Here is where a good display through 
the power of suggestion sells articles not included 
in the display. 

Concluding the Royal campaign is the urgent 
advice to service specialists that one of the most 
vitally important objects of the program is the 
success of the plan to “get people to ask for and 
demand the product by name.” 

The strength and effectiveness of a Royal dis- 
play is evidenced in the examples illustrated here. 
The displays are attractive, compelling and cleverly 
installed, reflecting great credit on the display spe- 
cialist who directs the installation of them, H. E. 
Moore. 

The Royal Baking Powder Company is sold on 
window display advertising, has been for many 
years since, and grocers availing themselves of 
Royal display service will find its evidence of ef- 
ficiency in the great volume of sales it creates. 
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Display Material Plus the Selling Idea 


Most beautiful and striking display setting and embellishments lack 
maximum sales efficiency if the appropriate idea of display is lacking 


By R. F. MERRICK 
Display Director, The Sherwin-Williams Co., Cleveland, Ohio 









7 OME time ago I talked with a paint dealer work it is, concluding with the request for dealer co- 
(ey) down in Kentucky. We were discussing win- operation in the employment of it. 
3 dow displays and I asked him why he didn’t But what’s the usual answer? The dealer looks it 
try to arrange some interesting window displays. over, Or in some cases may never take it out of the 
“What is an interesting trim?” he queried. carton. In many cases he does use it in a trim—but 


in the same standard old way, 
and few stop to glance at it. 

We have discovered that in 
most cases of lithographed dis- 
play failures were due to the 
failure of distributors of it to 
suggest to the dealer whose 
knowledge of display is indeed 
limited a practical and appropri- 
ate use of it. 


“Why, one that will stop peo- 
ple, make them look, and put 
over a selling point,” I replied. 

He sniffed. “Well, I’d like 
to see one. We have had some 
pretty fine stuff sent here by dif- 
ferent firms, but they never seem 
to attract so much attention.” 

“Maybe it’s the way you put 
them in,” I countered. “Ever try 


Too often do effective, expensive 
manufacturers’ dealer helps in the 
form of panels, cut-outs, litho- 
graphed display cards and _ back- 
ground pieces fail to manifest their 
true value because of the general 
failure to include specific and com- 
prehensive instructions and sugges- 
tions concerning “the how and 
when” to correctly employ them. 


putting in a trim without putting Our organization has found 
a cutout in the background and the regulation assort- an ideal means. of correcting this common deficiency in 
ment of cans sprinkled around it?” sales and advertising propaganda and now publishes 

Now, after all, don’t we all sit around and gaze in monthly an house organ with four pages reserved, each 
admiration at the latest piece of lithography we have issue, for display suggestions employing our current 
purchased? It has cost, perhaps, hundreds of dollars. display material. We give the dealer some real ideas, 
It is sent out to the dealer explaining details concern- suggestions that are simple of construction, without 
ing the subject and describing what a splendid piece of too many features, but ideas with a real selling punch. 
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An Example of the Sherwin-Williams Display Tie-Up with National Advertising Campaign 
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Display of “Sun Crush” Orange for Bryson’s, Limited, Montreal, Canada 


One of the first windows we showed was a can of 
paint obviously stuck in the window as though some 
one had thrown the can and it had smashed the window 
and stuck right there. This idea was immediately 
taken up and used by hundreds of our agents and dis- 
tributors of other products all over the country. News- 
papers remarked about the novel idea, and people who 
viewed it told others to be sure and see this window, 
and it gained a power of good advertising through word 
of mouth for our organization. 

Other ideas were taken up and used to excellent 


advantage, and we were able to employ many of the 
old features in this way with profitable results, even in 
view of the fact that the ideas were not new and had 
been presented in an inferior manner previously. 

We are, since our experience with this idea, show- 
ing our agents how to use every piece of window 
advertising that we send them. They are now taking 
up these ideas and using both suggestions and litho- 
graphed embellishments, and employing them generally 
—hbecause they have evidenced their worth as business 
builders of incomparable merit in the retail store. 


00 <0 000 


Making the Campaign Complete 


How one manufacturer of nationally advertised product ties-up the 
complete publicity program with most successful results 


OR better service in the handling of Sherwin- 
5 Williams advertising features to their agents 
bend that company has established sales promotion 
departments in each of their ten districts. These are 
located at Cleveland, Newark, Boston, Philadelphia, 
Cincinnati, Chicago, St. Louis, Kansas City, Dallas, 
San Francisco. At these points merchandise shipments 
are made from their warehouses. Advertising stocks 
adequate to serve that district are kept at these points, 
and when goods are ordered the advertising for those 
goods accompanies the order. 

The sales promotion department writes at the same 
time a letter to the merchant who ordered the goods 
and gives him some suggestions for the use and placing 
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of the advertising features. This department also re- 
quests the merchant to send in the names of property 
owners whose buildings need painting. On receipt of 
these names the sales promotion department will 
promptly send out letters to those property owners 
pointing out the fact of the protection and economy 
of painting and the fine appearance of freshly painted 
buildings. The name of the dealer is mentioned so 
that the customer will know where to go for whatever 
material is needed. 

An effort is made to get the local agent to make a 
complete tie-up locally with the national advertising, 
and, when successful, the reaction on the consumer is 
something similar te the following: 








A Master Display cf Everslcrp Products by J. H. Evere ‘3 for Lloyd-Halliburten, Oklahoma City, Okia. 


7:30 Consumer wakes up. 

8:00 Eats breakfast, reads agent’s ad in paper telling 
about Sherwin-Williams paint. 

8:15 Gets mail, receives letter from Sherwin-Wil- 
liams Company regarding S-W products and 
mentioning agent. 

8:30 Reads Saturday Evening Post on way to office 
and sees S-W advertisement. Looks out of 
window and sees S-W bulletin board. 

8:45 Arrives at office and gets telephone call from 
agent inquiring if he is intending to paint his 
house this season and offering assistance in 
selecting colors, etc. 

12 noon Goes out for luncheon. Passes agent’s store; 
is attracted by agency sign and Sherwin-Wil- 
liams window display, and notices proof of 
Saturday Evening Post ad in window. 

5:30 Takes street car home. Passes agent’s field sign 
and Sherwin-Williams and agent’s name again 
register. 

6:00 Dinner. Wife shows him handbill distributed 
by agent. 


9:00 Goes to the movies. Sees lantern slide adver- 
tising Sherwin-Williams goods over agent’s 
name. 

11:00 Returns home. Both unconsciously look over 
floors and woodwork and decide that perhaps 
they do need refinishing, and decide to go to 
agent’s store tomorrow and select paint for the 
exterior of the house (which needs painting) 
and to buy finishes for interior decorating. 


This is the active program or cycle of advertising 
that impresses Sherwin-Williams on the minds of the 
consumer. Multiply this by thousands and you can 
see just what effect this is going to have on the busi- 
ness of the dealers in Sherwin-Williams products. 

Display advertising plays its biggest part in this 
role. It keeps its message before the consumer— 
reminding them that JOHN SMITH has SHERWIN- 
WILLIAMS paints and varnishes for sale, and that 
their buildings need refinishing. Window display ad- 
vertising tells the consumer this, not one day out of 
the year, but every day, and so forcibly that the manu- 
facturer and dealer are the material beneficiaries. 
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NEW ORGANIZATION TO SPECIALIZE IN DISPLAYS 
OF NATIONALLY ADVERTISED PRODUCTS 
Austin G. Price, for many years a specialist in display 
has established the Austin G. Price Studio, at 4253 No. 
Leavitt St., Chicago. The new display service will spe- 
cialize in the planning and complete execution of displays 
for national advertisers. 





PERCY INC., IN NEW LOCATION 


Cari Percy, Inc., producers of window and store display 
advertising, has moved its studio and general offices from 
the Metropolitan Tower, New York City, to 111 East 
Thirty-Fourth St., where greater facilities and additional 
space are at the command of the successful Percy or- 
ganization. 
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THE “WHITE SALE” OF 1923 


HE old-fashioned “white sale” is rapidly assum- 

ing a personality that will soon make it unrecog- 

nizable. In fact, white sales of today are quite differ- 

ent from the sales of similar name of ten—yes, five— 
years ago. 

Yet, the transformation of the white sale is wel- 
come. Its new form will prove of material benefit to 
merchant and consumer insofar as the possibilities for 
each are expanding. Once known as a sale at which 
time special values were offered on beddings, linens, 
etc., the white sale of today ranges in offerings accord- 
ing to the varied demands of individual merchants. 
Some have, during the past few years, made special 
price concessions on all white articles within the store 
departments, while others have appended bedding, 
linens, etc., with corsets, lingeries, and some have even 
included blouses and yard goods. 

Interesting are the sales of 1923, with powerful 
indications that the white sale has lost, or will soon 
lose, its identity as such. Truly the January showings 
this year include: special value offers on almost any 
item in the store stock, with the result that January 
shopping crowds are more evident than in previous 
years. The evolution as it were, or, if you prefer, new 
identity of the white sale, we believe to be of great 
interest. The merchants who are aiding in-the wider 
scope of it are making better buying opportunities for 
the public and making it possible to clear their shelves 
for the new merchandise for Spring and, further, to 
move slow selling items and clear away left-over 
Christmas merchandise. 





Supported by a beautiful series of window displays, 
Marshall Field & Co., Chicago, offered in its January 
sales wraps and cloaks, furs, silks and fabrics, wash 
dresses and the usual “white sale” items, including 
tablecloths, napkins, bedspreads, sheets, pillowcases, 
undergarments, lingeries and cottons. 





DISPLAY ASSISTS IN COMMUNITY 
CHEST DRIVE 


A display arranged by W. H. Kistler, for the Kistler 
Stationery Co., as a means of stimulating interest in the 
Denver Community Chest campaign, showed a miniature 
production of the outing house of the organization in 
the Pike national forest. Considerable interest was mani- 
fested in the fine display and resulted in liberal donations 
to the cause. 





DISPLAYS OF EDUCATIONAL VALUE 
INTEREST PUBLIC 


E. S. Bence, proprietor and display manager for the 
store that hears his name in Carthage, New York, is a 
firm believer in educational features in display and recently 
devoted his windows to the presentation of products from 
England, Japan, Holland, Mexico, Germany, Spain, Italy, 
Czecho-Slovakia and the United States, and in conjunction 
employed a series of interesting, instructive lesson cards 
concerning the respective products. 





COLOR LIGHTING BRINGS MORE SALES 
SAYS DISPLAYMAN 

Revolving colored lights feature the current window 
displays of the Gulick-McFarland Co., Burlington, Ia. 
L. O. Slezer, display manager is enthusiastic in his praises 
of the introduction of color lighting in his windows and 
claims that through its employment greater attracting 
power, display beauty and greater selling efficiency 
are obtained. 


; 


Excellent Grouping by Leslie D. Slack for Wurzburg’s D.G. Co., Grand Rapids, Mich. 
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Appealing to the Woman Shopper 


The successful display manager appreciates the buying power of the 
feminine shopper and plans displays with purpose of appealing to her 


By HENRY C. CAWTHORNE 
Advertising Specialist, Detroit, Michigan 


EPARTMENT store displaymen address— 

through the glass—an audience composed 
y4 chiefly of women. That is, if they are in tune 
with the store as a whole, they talk largely, one might 
almost say solely, to our wives, daughters and sweet- 
hearts. Purchasing in department stores is done 
almost entirely by women. Men frequently have little 
to say about their own clothes, when bought in a de- 
partment store; still less about home furnishings, and 
not a word about women’s and children’s apparel. 

Study the crowds in department stores. They are 
made up of women, with a good many children, espe- 
cially on Fridays and Saturdays and around the holi- 
days. The children are brought along to be outfitted 
or because there is no one at home to leave them with 
when school.is closed. 

Then there is just a sprinkling of men, who are 
seldom consulted about the selection of merchandise 
and who are often plainly ill at ease. Indeed, on a 
busy day, a thin line of men will be found outside the 
doors, impatiently awaiting the emergence of wives 
and other female relatives from within the store where 
sO many mere males absolutely refuse to enter. And 
around the corner you will find many an automobile 
tenanted by a solitary, angry husband or father smok- 
ing discontentedly or cursing to himself as he has to 





ze t 





move the car once more to avoid a summons for vio- 
lating the parking regulations. 

The display manager should, then, exert himself to 
catch the feminine eye and not bother about the men, 
since it is obviously of no use to attract men as far as 
the doors when for reasons beyond the display man- 
ager’s control they will not enter in. 

How ill-judged a plan it may be, through some 
mechanical contrivance, political exhibit or historical 
set-up, frequently men have been drawn to the win- 
dows of a woman’s store! Decorators have been 
known to spend a good deal of time, effort and money 
on such displays, and even to be deceived into think- 
ing they scored a success in their endeavors, when the 
truth is they might as well have left the windows 
empty. 

To attract the attention of persons who will not 
and can not become purchasers is folly, when there are 
thousands of potential customers eagerly scanning 
every foot of glass on Main Street for hints on style 
and suggestions of economy. 

In some retail establishments display work lags 
behind other branches of store activity in reflecting 
the feminine attitude. Selling long ago passed entirely 
into women’s hands. Buying, at least selecting of 
merchandise, is largely done by women nowadays. 





Effective Setting by Lothar F. Dittmar for Rike-Kumler Co., Dayton, Ohio 
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Striking Display by William R. Harre for Maas Bros., Tampa, Florida 


Advertising is more and more a woman’s field; per- 
sonnel and other functions are feminized, but display 
remains a man’s job. Perhaps the reason is a physical 
one—the hard labor, night work, long and irregular 
hours and other drawbacks that go with the work. 


Some stores have succeeded in eliminating these 
real or fancied difficulties by a proper designing and 
arranging of windows, entrancés, approaches and ele- 
vators. The hard labor is reduced to where practically 
all of it can be done by porters. By having a large 
enough force of decorators and studying the habits of 
the people, much night work is eliminated. Conditions 
have been so improved in some cases that a few big 
stores have arrived at the point of using women in con- 
nection with the windows, either as critics, to stand 
outside and suggest womanly, artistic touches to per- 
fect the displays as they go in, or as practical decora- 
tors, planning displays and installing them with their 
own hands. 


But the artist need not necessarily be a woman to 
catch and reflect the woman’s viewpoint. Men largely 
control the inception of woman’s styles in Paris, and 
their commercial reproduction in volume at New 
York. The finest displays on Fifth Avenue, in Chi- 
cago’s Loop, and along Main Street, are man-made. 
The essential points are that the display manager 


should be an artist, vet practical in expressing his ~ 


artistry in his chosen field, and that he should never 
forget that his is a feminine audience. 

Of course, many department stores have large and 
profitable departments for men; and not a few depart- 


ment stores have developed out of men’s-wear stores. 
The greatest store in the world has a great, separate 
building for men’s goods, while other stores separate 
men’s departments from women’s as far as possible, 
on opposite sides of the building, with men’s entrances, 
men’s elevators, and so on. 


When it is impossible to have such separate en- 
trances and approaches for men, it is usually found 
that the men’s departments are supported mostly by 
women shoppers and that furnishings do best, clothing, 
hats and shoes not so well. Under such conditions the 
display manager will get good results, regardless of 
whether he puts in a men’s-wear window among win- 
dows for women’s wear, or not. 

But where there is a large sales of clothing, hats 
and shoes directly to men, the custom is to give the 
windows on the line of approach to the men’s depart- 
ments to men’s wear and so cater to the men’s desire 
to be separate from women. 

While it might be said that men tend less and less 
to go into women’s stores, which term includes de- 
partment stores generally, it seems true that women 
are more and more inclined to extend their shopping 
into strictly men’s departments and stores. 

This is in keeping with the increasing participation 
by women in social, political and other phases of social 
intercourse in America, the so-called feminizing of 
modern society. 

The display manager who succeeds at all times in 
pleasing the woman’s eye is bound to profit by his 
good judgment. 
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Interchangeable Display Backgrounds 


‘Striking and practical effectiveness of new pictorial panels in window 
backgrounds will solve many problems—Two examples 


By CARMAN THOMSON 
Designing Artist, Chicago, Illinois 


3}EW merchants take into consideration the fact 
that the amount of rent they pay each month 
is based on the number of people that pass 
their place of business during a given length of time, 
and from these figures the land-owner rightfully con- 
cludes that a certain number of purchases can be cred- 
ited to the desirable location of the store. 


This is a fact undisputable, yet how many store own- 
ers are making their store front and windows as inter- 
esting as the location calls for? The progressive mer- 
chant will tell you that he is, and charging off his rent 
expense to the interest-creating windows that make 
sales for him over and above any other sales-making 
medium. 

The point is just this: Your store must be of in- 
terest to the public. Attention of the public can not 
be held without giving them something new now and 
then to arouse and keep their interest. Hence the use 
of the temporary background. This type of back- 
ground being. interchangeable, with it it is possible to 
make seasonable displays and local interest showings, 
and it has proven its worth as a sales promoter many 
times over, when consistently used. 
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It is also true that many merchants would like to 
use interchangeable backgrounds, but are kept from 
so doing by the excessive costs. But there are ways 
of accomplishing this and getting very desirable resuits 
without spending more than one store can afford. 
Recent advertising investigations have disclosed the 
information that a retail store should make a budget 
appropriation of an amount equal to 8 per cent. of 
their gross sales during the previous business year. 
Going into detail as to how this money is divided in 
the advertising department we find that 40 per cent. 
should be spent on their windows, 30 per cent. for 
newspapers, 15 per cent. general publicity, 10 per cent. 
reserved for special sales, and the remainder for local 
benefits, programs, etc. From some recent observa- 
tions made by the writer it would appear that a num- 
ber of merchants have reversed this program, and then 
sat about wondering why the Jones store across the 
street, which makes a big showing, gets all the crowds. 


This age demands general effects that are new and 
sometimes spectacular, and will go to considerable 
trouble and expense to obtain them. Further, the pub- 
lic accepts a successful appearance at its face value. 
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Another Suggestion Employing Pictorial Panel, by. Carman Thomson, Chicago 


But then, it is only natural. Who does not prefer to 
deal with successful people? 


The large department stores have found it advisable 
to make very frequent changes in their windows, and 
also to have what is known as a feature display, one 
more elaborate than their standard windows. This 
feature display is changed more often than any other 
and is very timely and seasonal, calling particular 
attention to certain coming needs—often a pictorial 
suggestion. 


The smaller store being in competition with all 
others, will do well to consider very carefully their 
windows or window, as the case may be. Their dis- 
play must be none the less attractive and interesting, 
even though on a smaller scale, and in most cases 
should be confined to a big showing of one or two 
articles rather than a congestion of many articles 
poorly displayed. The small store owner will find it 
expedient to good business to heed the well known 
axiom that “Goods well displayed are half sold.” It 
would thus appear good sense to put in a display of 
few articles and change the entire window more fre- 
quently—say twice each week. 


As a background for the small store, a decorative 
screen with changeable panels and supplementary ex- 
tra pilasters will be found very practical from both 
the expense and practicability standpoints. Bright col- 
ors should predominate, and in selecting designs for 
the panels keep in mind something simple, since the 
overcrowded decoration only tends to confuse the mind 


of the observer. The casual shopper should be able 
to see at a glance the entire window and background. 
If it is not simple in design the public will not feel at 
ease in looking at your window, nor will it carry away 
any definite thought ; and it is the thought carried away 
that counts in the end. 


The merchant that does not believe in changing his 
window effect frequently might answer these ques- 
tions : 

Why do you shave your face every morning? 

Do you forget to have your shoes shined? 

Would you permit your sales clerks to come to busi- 
ness in overalls or wear kitchen aprons? 

Do you believe that a popcorn vender would have 
much success with a jewelry sideline? 


_ Then why do some merchants try to do a big vol- 
ume of business with a store front that belittles their 
business classification and is anything but a compli- 
ment to their trade? There is no adequate answer to 
this last question except, perhaps, lack of knowledge. 

Reproduced here are two excellent suggestions fea- 
turing the new interchangeable pictorial panels. The 
first illustration shows the use of pilasters in conjunc- 
tion with the scenic and floral piece, all combining to 
make a most effective setting. 

The second illustration presents another suggestion 
featuring the use of the pictorial panels. The entire 
setting breathes the atmosphere of Spring, though the 
interchangeable feature of the scenic makes the setting 
equally practical and adaptable for all seasons. 
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Color Lighting in the Show Windows 


Great possibilities of striking beauty and effectiveness afforded 
through latest development in window illumination—How color light- 


ing is used by Howard E. Oehler in store of W. A. Weiboldt, Chicago 


ZOYHE growing popularity of the spotlight, color 
lighting and color rays in the show window 
is everywhere noted, with a resultant added 
and striking beauty in displays wherever this practical 
display embellishment is employed, and display plans 
for Spring will, without question, include a most gen- 
eral employment of special lighting equipment. 

Practically efficient and affording a means of inject- 
ing striking beauty while presenting merchandise at its 
best, color effects in window displays promises to pro- 
vide one of the season’s greatest advancements in the 
field of mercantile display. 

Howard E. Oehler, display manager for W. A. 
Wieboldt & Co., Chicago, has for some months been 
employing special color lighting in his displays with 
marked success, and discloses some interesting and val- 
uable suggestions concerning the use of color equip- 
ment and lighting in window displays. He says: 

“Tt is possible, and I am inclined to say probable, 
that the reason why a great many display managers 
of the retail stores have failed to include the general 
use of spotlights, footlights and color-ray units in their 
window displays is due to the fact that they have been 
under the impression that the uses of such items of 
equipment were limited to the show window only, and, 
the cost considered, that when displays were not par- 
ticularly adaptable or suited for special lighting effects 
that the equipment would have to be laid away and re- 








main idle until such time as it was again practical to 
employ it. 

“Then, too, perhaps another reason has been ad- 
vanced in the impression that some of these lighting 
uniis do not fit individual requirements of many dis- 
plays, and the displayman loses confidence in them, 
instead of endeavoring to adapt them to his particular 
requirements or purposes. 


“Especially in using color lighting has this been 
noticeable when solid tints of light have been used 
instead of blending colors. As an example, in a display 
of light dress goods or pink lingerie, if color lighting 
were used to add tone to the window a solid amber tint 
would destroy the delicacy of the pink coloring, but 
with sufficient red used in the color-ray units the at- 
mosphere would be maintained and the pink color em- 
phasized in a certain very dignified way. 


How Lighting Is Employed 


“Very often in my windows I have used two spot- 
lights, one on either side of a figure, using two differ- 
ent color combinations, possibly a white on one side 
and a color on the other, even though the spots might 
be cut down to a very narrow slit, giving just a beam 
of light one inch wide and the entire length of the 
round spot. This produces an unusual effect and shows 
the true color of the merchandise. A small art lamp 
on the table, or floor lamp, brings out the true color 





Excellent Display Conception by H. E. Oehler for W. A. Wieboldt & Co., Chicago 
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value and attracts attention to the article that is lighted 
in this way. 

“Almost any displayman can use his spotlighting 
units at all times, very often along with his color equip- 
ment or footlights. As an example, in our various de- 
partments we have special items offered which we want 
to bring to the attention of our customers. Spotlights 
are used for this purpose, generally one on the two 
opposite sides of a figure, one side of which would be 
spotlighted in a white light and the other side in a 
tinted light. Another way in which we use our spot- 
light is to concentrate an intense light on sale signs 
which hang in our aisles. , 

“In our phonograph department we exhibit for 
special attention one model of phonograph on a plat- 
form. In the general illumination of the store this one 
model stands out spotlighted in an amber or rose tint, 
and, to tell you the truth, it looks like a million dollars, 
and, needless to say, it sells. ‘ 

“In many of our deeper wall cases or floor cases 
we use either a combination of color or spottight. 
There is no end to the number of ways in which this 
equipment can be used. We even make small settings 
near our waiting room where people will be occupied 
by a novelty tree setting with a fountain playing in the 
center of the corner. The entire outfit is wired on a 
spot and color lighting effect. It really brings people 
to the store to see such little settings. 

“Even rug or furniture departments can use spot 
and color lighting units to very good advantage. Gen- 








Effective Display Arrangement by Carl W. Ahlroth, Union Co., Columbus, Ohio 


erally for furniture window displays an amber tint of 
light with a mixture of blue is used, and this seems to 
give the real home-like atmosphere. Clear or daylight 
lamps used on floor or table pedestals give the local 
white lighting that helps to add to the attractiveness. 

“How do we use footlights in this way? Many a 
time we light a wall case just with footlights for the 
novel effect, and we even make our own stage settings 
for our employee gatherings, using not only the foot- 
lights but the spot and color units as well.” 





MANDEL’S NEW MANAGER 
CHOSEN FROM RANKS 


J. L. Coyne, who, on January 2nd, succeeded to the 
position left vacant through the resignation of D. F. Kelly, 
as general manager of Mandel Bros., Chicago, rose from 
the rank and file of Mandel employes, having begun his 
business career as entry clerk in the shipping room in 
1893. 

Mr. Kelly, known throughout the land as one of the 
most brilliantly successful store managers, assumed his 
new position as general manager of The Fair, Chicago, 
on January 2nd. 





MODERN DISPLAY WINDOW FOR 
AUTO WRECKING COMPANY 


The Auto Wrecking Co., Topeka, Kans., appreciating 
the value of the business front and display window, has 
invested $2,000 in a modern display window. An up-to-date 
background and striking valances are included in the 
dress-up plans. M. P. Lavin is the progressive pro- 
prietor. 
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The Personal Appeal in Displays 


In nature’s relation to man valuable lessons are to be obtained—How 
they are applied in the window displays of a 
leading display specialist 






Sy) I has frequently been said that knowledge 
4 | of thyself is the most valuable asset in the 
life of every man. The knowledge of things 
that most appeal to one can, with excellent chances 
of success be utilized in the attempt to interest or 
appeal to others, 


play profession, and perhaps the most beneficial of 
all may be gathered from a brief discussion by the 
artist in which he tells of the essentials in mind 
when executing the displays in the U. S. Rubber 
Co. windows of New York, where auto accessories 
and rubber products form the feature items of 


Following this theory and 
exerting every effort to add 
to the knowledge of himself, 
his likes, his dislikes, and ob- 
serving the things that ap- 
pealed and failed to appeal in 
others, George A. Smith, Dis- 
play Specialist of New York, 
has built, and in building has 
paved the years of his. profes- 
sional experience with contin- 
uous success. 

Smith displays, distinctive, 
perfect in detail and theme 
are planned, designed and ex- 


Capitalizing on the elements of 
nature in their influence on man, 
George A. Smith, service’ display 
specialist of New York, and director 
of the United States Rubber Com- 
pany displays has succeeded in pre- 
senting showings incomparable in 
the perfect accomplishment of the 
element, personal appeal. This art- 
ist, without a peer in his work of 
display specializing, has introduced 
new methods of window appeal and 
valuable lessons are to be obtained 
through a close study of them. 


display. 

“I appeal to four classes of 
people in my display work,” 
says Mr. Smith. “They are 
the man in the auto, the man 
in the street, the man on the 
street car, and the man on the 
omnibus. I aim to hit them 
all, for each is a part of the 
public, regardless of the: busi- 
ness standing or affiliation. 
My business is to successfully 
attack the public imagination.” 

The plan of Mr. Smith, as 
evidenced from a study of his 





ecuted with one main object 

ever as the goal—personal appeal, and it can be 
said without fear of contradiction that Mr. Smith is 
a master artist without equal in the accomplish- 
ment of personal appeal displays. 

For several years Mr. Smith has had charge of 
the displays for The United State Rubber Company, 
New York, and in addition is the consulting special- 
ist on the staff a several manufacturers of nation- 
ally advertised products. 

After twenty-two years in the profession this 
display specialist is indeed well equipped to offer 
suggestions of valué in the development of the dis- 





G. A. a iba No. 1 


U. S. Rubber Co., displays, is 
simplicity of appeal—a story without words. ‘“Peo- 
ple like simplicity,” says Smith, and in this he is 
generally seconded. “The picture with a punch, 
possibly a suggestion of use, enhanced sometimes 
with a plan of beauty are to be kept ever in mind.” 


“From nature I have taken many a lesson,” con- 
tinued Smith, “and especially in her relation to man. 
The methods adopted by men who live in the open 
and spend much of their time in fishing or hunting 
are contant sources of inspiration,” and a glance 
at a Smith display immediately evidences the 
powerful appeal—invariably gathered from nature. 


G. A. Smith Display No. 2 
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G. A. Smith Display No. 5 


“Deeply recessed windows need vivid coloring to 
bring out the idea to be conveyed. It is a mistake 
to expect people to strain at an impression. In 
my backgrounds I aim to bring out hues that are 
apparent anywhere. The window display that ap- 
peals to a large city crowd should not be permitted 
to stand for more than three weeks and frequently 
two weeks is long enough.” 

“In the U. S. Rubber Co. displays, I aim to tell 
the story in the fewest words possible, without los- 
ing any of the possible force. The plan is similar to 
the purpose of the bulletin board, and, I consider it 
a most successful one.” 

Reproduced here are several recent displays of 
Mr. Smith, a close study of which will afford an 
interesting and “educational lesson in the difficult 
task of portraying through the show window the 
essentials necessary in successfully accomplishing 
the element of personal appeal in display. 

Display No. 1 utilizes the famous Culver figures 
in conjunction with an appropriate setting featuring 
“Keds on the farm.” Six white leghorn chickens, 
specially mounted for the showing lent the perfect 
atmosphere along with the actual grass shown 
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G. A. Smith Display No. 4 





G. A. Smith Display No. 6 


sprounting up between the flag stones. The force 
of this display is distinctively evident. 

The second illustration presents a settng used 
to feature Traxion tread motorcycle tires and Bar- 
ker hunting boots for the dear hunter. The old 
guide and the hunter are shown looking over a 
topographic map of the surrounding country and 
a buck dear is hanging from a beam of the cabin. 
Posters issued by the Game Conservation Com- 
mittee are in evidence and comprise another realis- 
tic element that makes this display of intense in- 
terest and appeal. 

Display No. 3 features trout fishing boots and 
“keds,” and shows the business man in his office 
dictating to his secretary, deeply absorbed in the 
thoughts of landing a big trout from his favorite 
trout stream. The impression conveyed is that so 
alluring is the thought of landing the trout that 
the business man has turned in the direction of the 
window unmindful of the duty of business dictation. 
Behind the window through which the man is 
looking is a soft and delicate painting of office build- 
ings in the center of which, outlined in misty, vision- 
ary effect, is the picture of himseit landing the 
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“Rainbow Garden Hose” was the product dis- 
played in illustration 4, and here again were the 
Culver figures brought into excellent use. Actual 
water issued from the hose nozzle and was directed 
into a hedge behind which was a large tin trough 
utilized to carry off the water. 

Display 5 shows a beach scene utilized to feature 
rubber bathing costumes, caps, hats and bathing 
slippers. A breeze produced by a concealed fan 
kept the sail and bathing cape on standing figure 
blowing. A large scenic painting served as a back- 
ground and real beach sand was used in the fore- 
ground. 

Display 6 is an elaborate setting featuring U. 


S. Traxion Tread Motorcycle tires and Barker hunt- 
ing boots. A slanting platform was used to pro- 
vide the slope on which the roadway was made. 
Half sections of tree trunks with branches extend- 
ing, provided a realistic effect in perfect harmony. 
Natural branches and foliage were extensively 
used throughout the display. The scene, set back 
about one foot from the setting was further en- 
hanced through use of lavender lights at the bot- 
tom and blue lights at the top. The mountain cap 
was snow-covered and behind which was an amber- 
colored light. A one-inch pipe with holes punched 
about one-inch apart distributed water that ran 
down the road-way through the snow and mud. 
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_ With the New York Displaymen 


Palm Beach displays striking in beauty and novelty—Andrew Hopkins 
stages feature display for Gimbel’s—John Beyer enters service 


By WILLARD D. HART 
Special Correspondent, The Display World 


PPAREL clearances, January sales of white 

and Palm Beach merchandise have taken 
: the attention of the local display men dur- 
ing the past few weeks and since the strenuous days 
of Christmas. The white sale displays brought 
forth little in the way of novel settings or ideas. 
The usual run gf lingerie, bed sheetings and pillow 
case displays were to be seen. . 

Palm Beach, however, drew on the artistic abil- 
ity of the displaymen and displays of striking effec- 
tiveness resulted. Foremost among this type of 
displays were those at Gimbel Brothers, Lord & 
Taylor, Avedon’s, James McCreery & Co., and 
Franklin Simon & Co. 

James McCreery & Co., were the first to show 
Palm Beach displays, having them in place on De- 
cember 15. They devoted three windows to it, and 
also had their entire apparel sections on the fourth 
floor decorated and live models promenaded all day 
long. 

At Lord & Taylor’s each window was simarily 
set. The background consisted of an iron grill lat- 
tice work covered with a trailing vine from which 
hung miniature oranges. At the left side of each 
window stood a palm. Wicker furniture and photo- 
graphs of some of the famous spots in the south 
helped make the settings realistic. {|Weisgerber 
skill was in distinctive evidence in each window. 


At Avedon’s, Haley Waters had a section of the 
fourth floor decorated so as to represent a nook of 
the south. The wall stock cases all had a small 
extension of lattice work built out from them and 
yellow flowers budding from between it. A narrow 





strip of awning gave an interesting effect while a 
wicker settee filled with bright colored cushions 
helped set off the department. _ 

At Gimbel Brothers the millinery department 
featured hats for southern wear in a most elaborate 
setting seen for some time. The French salon was 
transformed into an interior courtyard of a south- 
ern hotel. The setting was very realistic. Glow- 
worms glowed and palms swayed in the breeze in 
this beautiful picture, while real cocoanuts hung 
from palms in an endeavor to make the scene as 
realistic as possible. This setting was said to be the 
most extensive and expensive ever staged in the an- 
nual introduction of southern millinery. 


The floor was covered with a matting painted to 
represent mottled stone ground. The sides were 
built to represent Spanish tile walls, and in the 
rear of each display case a landscape painting of a 
southern scene was placed. On top of the cases 
were palms and other southern plants. Electric 
fans kept them swaying back and forth while small 
electric glow-worms kept lighting and going out 
as though they were flying from plant to plant. 

The plants were backed by a dark blue material 
to shut off the view of the remainder of the floor. 
The white lights outside shone through the blue 
material giving a moonligt effect. Here and there 
on the top of the cases and hidden by the palms 
were large spotlights. One was red, another blue, 
another yellow, etc., all shining into the center of 
the room giving a sunbeam appearance. Each of 
the lighting fixtures was covered with an artistic 
lamp of white and green, while the top of each post 
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was neatly decorated with ferns and palms and fern 
balls. Two huge vases containing large pond lilies, 
and other flowers stood in apposite corners. 

To be certain of attracting all customers to this 
setting, Andrew Hopkins, the display manager, 
placed two large palms and some smaller plants at 
the entrance to another salon on the 33rd Street 
side of the floor. This gave the appearance of a 
lane and people getting off the elevators on the 33rd 
Street side walked along the lane into the court- 
yard. Three live models dressed in southern ap- 
parel and millinery promenaded about the yard. 
On the tables and chairs the latest fashion maga- 
zines and travel information booklets were placed. 

The next big event on the displaymen’s card is 
their annual entertainment and ball to be held on 
Washington’s birthday eve, February 21. Details 
have not been worked out as yet, but is most certain 
to be held at the Hotel Astor. 

A committee is to be appointed shortly to go to 
Hartford, Conn., and form a Connecticut Display- 
men’s club to be affiliated with the New York Met- 
ropolitan Club. A banquet is to be help at Shar- 
tenburg’s in Hartford, with A. Alineer as the host. 
Following the formation of the Connecticut group 
the same committee will visit Boston and form a 
Boston local. Each large center will be organized 
in turn until finally a Greater Eastern Displaymen’s 
Association will have been formed. On this commit- 
tee is A. W. Malet, R. H. Macy & Co., Inc.; John J. 
Cronin, L. Bamberger & Co., Newark; C. J. Potter, 
and Willard D. Hart, special correspondent for 
The DISPLAY WORLD. 
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The Wetsgerber Display that Created a Sensation When Placed in Lord & Taylor Window at Christmas Time 
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John Beyer, who at twenty-three years of age, 
was display manager for the Menter Co., conduct- 
ing a chain of more than forty stores throughout 
the country, at an annual salary of $11,000, has now, 
at the age of twenty-five, started his own window 
display service through which his income is ex- 
pected to increase during the first year by at least 
15 per cent. One of the youngest members of the 
profession, Mr. Beyer has in the short period of 
10 years advanced to a position where he commands 
the respect of the leaders. His new enterprise is 
under the name of Window Display Service Corp., 
with temporary offices at 6 West 26th Street. 


Connected with Mr. Beyer in his new venture 
are three people well known to the textile industry. 
They will carry on the advertising, managing and 
financial work of the company. Mr. Beyer will sim- 
ply supervise the display work with a staff of assis- 
tants to do the actual work. The new service is 
unique in that it contracts to install window dis- 
plays in their entirety. In the new service Mr. 
Beyer will contract for a year’s business and agree to 
install a certain number of displays or to work on a 
basis of one display a week. The schedule of one dis- 
play a week only pertains tu the decorative matter and 
background. The merchandise can be changed as often 
as the merchant desires. 


A feature of the service is the fact that all dec- 
orative matter used will be exclusive to each client 
who uses it. The firm, at a later date will have its 
own studio and staff of artists, where the various 
fixtures and decorative matter will be produced. 
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System in the Display Department 


Forms and record sheets aid in the successful operation of display 
department—The system profitably employed by H. Lionel 
Webster in the store of lowa Mercantile Co., Newton, Iowa 


fOVJONTINUING from last month on the subject 
WI of display department systems, it seems oppor- 
tune to present at this time the system em- 
ployed in and details concerning the operation of the 
so-called smaller store—a modern store, say in a city of 
ten to fifteen thousand population. 

In selecting an example in this category, the smooth 
running, progressive and successful store of the Iowa 
Mercantile Company comes vividly to mind. Standing 
out as a monument to the city of Newton, Iowa, the 
influence of which reaches far beyond the confines ot 
Newton, the Iowa Mercantile Company is an excellent 
example of perfect interior department co-operation. 

Much of the success of this retail organization is 
due to the character of its window displays and the 
system employed by its efficient display manager, H. 
Lionel Webster, who in this article discloses the func- 
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Requisition for Display Space Form as Employed 
by Iowa Mercantile Co. 


tioning of his department in its relation to other de- 
partments of the store organization. Mr. Webster 
says: 

The Iowa Mercantile Company is a great believer 
in interior decoration. We believe that an attractive 
front loses a third of its effectiveness if the interior 
is not equally pleasing to the customer; because the 


show windows are maintained tor only one reason— 
to sell goods, and the sales must be made inside’ the 
store. Therefore, every season sees a different treat- 
ment of the posts and ledges inside our store. Plaques 
and urns are used frequently, but care is always taken 
that all decorations be strictly in season. We have 
found that Autumn foliage at Christmas does not cre- 
ate St. Vitus dance on the cash register. 


Seasonal backgrounds are prepared at each of the 
following seasons: Spring Opening, Autumn Opening 
and Christmas, in addition to special settings for Me- 
morial Day, July Fourth, Easter, Hallowe’en, Armis- 
tice Day, Thanksgiving, and for our Annual Birthday 
Party. All of these setings are constructed in our own 
display studio. 

I presume that all display departments have some 
system. I have heard some very learned display men 
advocate a monthly program, mapped out two weeks 
in advance. This may work all right in city stores, but 
in a small store new merchandise is more of an event 
than at Marshall Field’s and we have found that we 
cannot always tell the exact date on which we will 
receive a new shipment of victrolas or Madame Flan- 
ders blouses; therefore it is impossible to arrange a 
merchandise schedule as far ahead as one month. 

Our system, briefly, is as follows: Every Wednes- 
day morning the different department heads are handed 
the blanks similar to the one shown here—Form A. 
He must fill out this requisition blank and return it to 
my desk not later than Friday noon following. On 
Friday noon the blanks are assembled. Naturally there 
are often duplicate requests for the same window; for 
instance, Dept. H. might want window No. 8 on July 
17, the same date asked for by Dept. B. This diffi- 
culty is settled as follows: The display manager meets 
with the merchandise manager, who also has charge of 
the advertising. They go over all such duplications 
and decide which of the two or more requests the more 
urgent (which can very easily be decided by a brief 
glance at the merchandise record book and at the 
monthly sales report). The department that needs the 
window gets it. This decision is final, and if one does 
not start a pussyfooting policy it works very nicely. 
However, if you let the department head who did not 
get the window come around and argue you into chang- 
ing, then the system is a failure because it immediately 
results in friction which will ultimately wear out any 
store organization. 

Having allotted the window space, Form B is filled 
out. This shows the merchandise that will appear in 
each window on each day of the coming week. Slips 
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Display Record Sheet from the Department of H. Lionel Webster, Iowa Mercantile Company 


are then made out and handed to each department head 
stating the merchandise that will be displayed from his 
department and the day wanted. It is then up to him 
to have it ready. Form B not only shows the allotted 
space, but it keeps a record of the days on which the 
windows were washed—shown by the “W” in the up- 
per right corner of the daily rectangles. 

The black triangle denotes a display carried over 
from the previous week. These forms are kept on file 
and at the end of the year the number of “window 
days” consumed by each department determines their 
share of the display department expense. We figure 
each window at the same rate for this reason: different 
departments are switched from one window to the 
other, and in the course of a year each department will 
have had about as much space in No. 1 as in No. 7. 
There is one exception to this rule. Window No. 8 is 
charged as two windows in the annual pro rata charge. 

We figure on spending 1 per cent. of the gross re- 
ceipts on window display. This includes salary, back- 
‘grounds, cards, paints, tools, supplies, flowers and rent 
on the window space, but due to the fact that all special 
settings are designed and constructed in our own studio 


we have never yet spent the allotted 1 per cent. This 
may sound queer to some of the boys who use up to 
2.5 per cent. We also get a nice little revenue by sell- 
ing backgrounds we have used to other out-of-town 
stores. 


Times are changing and display methods are chang- 
ing. For example, two years ago we trimmed our win- 
dows considerably lighter than we do today. Today 
we use price tickets on almost every display. We find 
that it is easy to shoot over the public’s head in a town 
the size of Newton; however, we also find that if you 
have the values it doesn’t hurt the sale of the merchan- 
dise a particle to display it properly, and we cannot 
agree with certain reactionaries who are trying to state 
that the way to sell merchandise in 1923 will be to 
clutter up the window. That is great stuff for the 
variety and racket stores, but a department store ought 
to make its money from the people who have an appre- 
ciation for things beautiful, and the surest way in the 
world to lower the prestige of a store is to create cob- 
webs in the corners of the windows and then try to 
hide them with a conglomerate mass of indefinite and 
haphazardly selected merchandise. 
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BIG STORES JOIN IN EXCHANGE OF 
MERCHANDISE DATA 


Four stores, numbered among the largest of the country, 
have completed plans for an organization aiming at greater 
store efficiency. They are: Mandel Bros., Chicago; 
Kaufmann’s, Pittsburgh; Stix, Baer & Fuller, St. Louis, 
and Jordon Marsh & Co., Boston. 

The purpose of the association of stores is to create 
a higher degree of merchandising efficiency through the 
inter-change of ideas, sales methods and general informa- 
tion of value to each other. The exchange of percentages 
will form an important feature and should be of great value 
in arriving at the success of departments and sales. Robert 
Mandel, vice-president of Mandel Bros., in explaining the 
organization declared that the four stores were considered 
on a par with each other in sales volume, quality prestige 
in the field, and similarity of the house policies. 

In the past their foreign purchases have been in the 
same markets, and have been made through the same 


buying agencies, consequently the thought was suggested 
to them that it might rebound to their benefit to con- 
solidate some of their purchases. 


Another interesting feature of the combine which is 
expected to have beneficial results, is the consolidation 
of all four stores in their purchases of supplies, used in 
large quantities in these organizations. 





STUDENTS JUDGE FREEPORT WINDOW 
DISPLAY CONTEST 


Prizes in the display contest, recently conducted by the 
merchants of Freeport, Ill., have been awarded to The 
Blue Bird Confectionery Co., Hermsmeier Bros., The 
Bengston Jewelry Co., and The Vanpel Clothing Co. 

An interesting feature was introduced in this compe- 
tition when the judging of the displays was made by the 
student body of the Freeport high school. 








30 THE DISPLAY WORLD 





DISPLAY MEN MERCHANTS 


H. C. MENEFEE, President 





== 


THE DISPLAY WORLD 


An Illustrated Monthly Publication for 

ADVERTISING MEN 
Issued on the 15th of Every Month by 
The Display Publishing Company 
Cincinnati, Ohio 


Managing Editor, JAMES W. FOLEY 


OUR PLATFORM 
1. The Development of the Art of Mercantile Display.—2. Its General and Positive Realization by Merchants 
as the Most Powerful Factor in the Business of Selling—3. More Intimate Co-operation of Manufacturer 
and Merchant—4. The Encouragement and Advancement of the Independent Display Service Idea.—5. An 
Ideal, Practical and Helpful Personal Service to the Display Profession and its Industry. 


NATIONAL ADVERTISERS 


NATHAN SILVERBLATT, Secretary . 








Editor of The DISPLAY WORLD: 


Mr. Carson’s Your remarkable publication with its 
Interesting wealth of suggestions covering every phase 
Suggestion of the display fie'd has caused me to won- 


der if there cannot be found some name 
or title that would more accurately indicate the so-called 
service man and the field he serves. What do you think 
about it?—Vern L. Carson, Carson & Patrick, San Antonio, 
Texas. 


A suggestion of practical importance is disclosed 
in the letter of Mr. Carson, himself director of a 
window display service of great importance in the 
state of Texas. We believe with him that “service 
man” does not fittingly designate the individual in 
the field today known as independent display no 
more than displayman would cover the point. 

The DISPLAY WORLD, in its articles, has been 
wont to refer to these men as display specialists, 
or specialists in display service. While we believe 
either an improvement over independent display 
service man, there are, undoubtedly other sugges- 
tions more intimately descriptive. 

In submitting suggestions it will be well to keep 
in mind the fact that there are local display service 
specialists and there are those whose organizations 
specialize in national display campaigns; then, too, 
there are services the facilities of which are so com- 
plete as to make possible the entire operation of 
any display campaign, from the designing in New 
York to the installation of a thousand displays in 
as many cities. Then, also, have we services 
equipped to supply fixture equipment, decorative 
embellishments, show cards, in fact, everything 
needed in the completion of the display order. A 
‘service man” may be a specialist in display, con- 
fining his activities locally. He may be a designer 
and producer of nationally advertised goods dis- 
plays. He may be on the consultation staff of some 
national advertiser and be fittingly termed a coun- 
sellor in national display. Let’s give Mr. Carson’s 
suggestion some thought. It is a suggestion in the 
interest, and we believe, decided welfare of the 
display profession. 


There is a valuable suggestion in the 


An Idea advertising material of the Goetz Silk 
Worthy of Manufacturing Co., New York, and b 
Adoption nanan ipsa ahs ™ 


ing sent to the trade. The ad reads: 

“It was the fourth gown I had tried on! ‘I never saw 
such dowdy things,’ I complained to the saleswoman. I 
think I tried her patience. 

““Of course, you can’t like a black satin gown when you 
see it over brown brogue oxfords,’ she retorted. That was 
the reason I didn’t like the models. My low heels and blunt 
toes simply ruined the effect. Nevertheless, I departed 
without purchasing and later chose a gown elsewhere while 
I was wearing black pumps. The first store really lost the 
chance of a sale through no inferiority of their styles, but 
because the gowns were not given a fair display above my 
heavy shoes. Now, I wonder why a few pairs of black 
satin mules—easily slipped into and of average sizes—could 
not be kept in such fitting rooms. To the woman wearing 
heavy walking shoes, they would prove a joy and the store 
would avoid a repetition of such an incident as I have 
related. Countless women try on the same shoes in the 
shoe shops, so there could be no objection on the sanitary 
score.” 

Here is an idea of merit and one that can be 
employed with much success and profit in the store 


or department employing it. 





Homer Buckley, president of the 
Underpaying Buckley-Dement Co., Chicago, an in- 
nine stitution specializing on direct-by- 
ncompetent : ea 
Help mail advertising recently took execu- 

tives of department stores to task 
for the general inefficiency in the adjustment de- 
partment in the average store. He referred to the 
practice of under-paying in this division and the 
placing of adjustment supervision in the hands of 
incompetents because of insufficient salary attached 
to the position. 

Mr. Buckley is correct, but we believe he could 
well go farther and condemn responsible executives 
who see fit to pay advertising managers, merchan- 
dise managers and certain department heads enor- 
mous salaries and place the operation of the store’s 
most powerful sales adjunct under the direction of 
an incompetent for no other reason than the salary 
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in that position will not warrant the services of a 
high-powered, ‘efficient display manager. 

Merchants should not forget the fact that the 
displayman’s duty is to bring people into the store, 
and we wonder just how successful the store of to- 
day could be if the efficient functioning of its 
display windows were to suddenly cease. © Big, 
progressive, successful stores pay the display man- 
ager a big, substantial salary corresponding to the 
magnitude of his duties and his success in bringing 
people in. 





The DISPLAY WORLD is the 


A Contest 
of Distinctive °P0™S°r of a contest whereby a 
Merit beautiful silver loving cup will be 


awarded to the state or city organ- 
ization of displaymen taking best advantage of the 
opportunities to gain greater recognition for the 
displayman and develop the general profession of 
mercantile display. 

The contest, inaugurated last July, will con- 
clude June Ist, 1923, and it is earnestly believed that 
as a result of it considerable of benefit to the pro- 
fession and its exponents will have been accom- 
plished. The first contest of its kind ever to be 
conducted the conditions and purposes of it stand 
out as a great improvement over other forms of 
contests affecting this particular field. 

When an organized body of men exert their col- 
lective influence in the direction of a given purpose 
invariably the result is distinctive—successful. In 
The DISPLAY WORLD contest it is possible for 
tremendous accomplishment to reward the efforts 
since every body of displaymen in the United States 
and Canada is interested in the expansion of their 
own possibilities through the development of the 
profession they represent. 





Local displaymen’s organizations 

could do much in the general devel- 
of Ideas opment of the profession and for the 
Suggested for f : 
Display Clubs education of its members through 

the adoption of a plan similar to the 
one. which has been recently put into effect 
by four of the country’s largest and most suc- 
cessful retail stores. Mandel Bros., Chicago; 
Kaufmann’s, Pittsburgh; Stix, Baer & Fuller, St. 
Louis, and Jordan Marsh & Co., Boston, have 
formed an organization the aim of which is the in- 
terchange of ideas and business methods. Greater 
service with resultant business development is the 
object. 

In view of the lack of any constructive, educa- 
tional plan operating in conjunction with or through 
the displaymen’s national association the organi- 
zation plan of the interchange of ideas and methods 
could with great benefit be adopted by all organized 
local display clubs. Regular exchanges, say once a 


Interchange 


month, in detail report form would prove power- 
fully interesting at the regular meetings of the 
locals and put each local in touch with the activities 
and novel suggestions of perhaps fifty other clubs 
located in various sections of the country. 





A recent page advertisement of the 

An Admission Tom Wye knit jackets carried the 

weer we 4 caption: “Look in the Windows 

y Today.” The ad appeared in the 

New York dailies and seems to be conclusive evi- 

dence of the value placed by this organization man- 

ufacturing a nationally distributed product on the 
show window as a sales medium. 

It may also evidence the appreciation on the 
part of this company that the best way to sell, even 
a nationally advertised product is to display it in 
the window. There is also in evidence the realiza- 
tion of the fact that regardless of the article or its 
specialized feaures the best chance to sell it is 
through the actual presentation of it and in such 
general capacity as to make it accessible to the 
view of as many prospective buyers as possible. 





Not interested in, or at least not 

The Convention influenced by the action of a cer- 

Displan State tain association of display equip- 

s ment manufacturers in the form 

of,a resolution voicing opposition to state and local 

displaymen convention co-operation, a goodly num- 

ber of manufacturers from other points will ex- 

hibit their respective lines at the annual convention 

of the Ohio Association of Displaymen, scheduled 
for Cincinnati, on February 12, 13 and 14. 

Reports from the Cincinnati display officials in 
charge of convention arrangements indicate that 
every available display space has been purchased. 
While firm in our stand concerning state conven- 
tions and manufacturer representation, as evi- 
denced in a _ recent editorial, The DISPLAY 
WORLD earnestly wishes distinctive success for 
the Ohio meeting. And it believes that the Cincin- 
nati convention will prove of unusual influence in 
the general profession, and we are inclined to ven- 
ture will accomplish much that will have a tendency 
to attract manufacturer’s attention in future 
meetings. 

This, we believe, will result if the urgent actions 
of the convention chairman in calling upon every 
delegate to do his spring buying at convention time 
is heeded by them. 

The point of contention, in the inclination of 
manufacturers to refrain from exhibition at state 
conventions, has been centered right here—in the 
past failure of convention delegates to support the 
exhibiting manufacturers. It is purely a business 
obligation and we trust the Ohio men will evidence 
an appreciation of it. 
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The Rising Vogue in Green 


It is well for the display man to be equipped with knowledge 
concerning tendencies of color vogue—The spring favorite 


By H. H. ADLER 
Designer and Colorist, New York City 


9EANNE and Suzanne Lanvin, those clever 
Parisian costume creators, are responsible 
to a large degree for the popular note of 
green in this season’s wearing apparel. In the new 
French Color Card, and also the individual color 
cards of American manufacturers, greens play a 
very important part. 

The silk color card of Claude Freres shows a 
large green range extending from “Bergurette” to 
“Angelique.” The lightest has a rather yellowish 
cast while the darkest is a little lighter than our 
regulation hunter green. Almond green and grass 
are popular midwinter colors for millinery. Lanvin 
green, moss, jade, chartreuse, emerald, and Chinese 
green, all promise to be at the front in the spring 
season. 

Many of the large sweater manufacturers are 
now producing sweaters of these various shades of 
green; milliners are laying in large stocks of green 
materials. Textile manufacturers are adopting 
both the dark and lighter shades of green for suit 
and sport good fabrics. The color cards of silk 
chiffon and cotton goods houses make green an em- 
phatic note. , 

It is well for the alert displayman to be equipped 
well in advance with the knowledge and informa- 
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tion necessary to use these new greens effectively 
in his counter and window displays. With the 
many brilliant colors that are so popular now in all 
lines of wearing apparel, it is necessary to arrange 
harmonies well in advance even of the receipt or 
showing of the merchandise, because the new 
greens will not go with “any old thing.” In fact, 
there is no such thing as “anyoldthing” anymore 
in wearing apparel. Each garment has its own dis- 
tinctive color personality and cannot be thrown to- 
gether in a hit or miss fashion. 

In the November issue of The DISPLAY 
WORLD, we divided brown into four general types 
showing into which type the popular seasonal 
brown spell and what colors could be used to the 
best advantage with them. We will endeavor to 
do the same for green. 

Greens may be classified into three general 
types: Type 1—Yellowish green: These are 
greens which contain a great deal of yellow, and 
in the darker shades we find such colors as olive and 
greenish khaki. In the lighter shades we find 


spring green, chartreuse, and almond green. 

Type 2—Pure green: ‘These are the greens in 
which there is no discernable cast of yellow or blue. 
Emerald green is the best example. 


Nile green 





Display by Carl W. Ahlroth for Union Co., Columbus, O., Showing Excellent Arrangement 
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Effective Drape Suggestions by Joseph F. Chadwick for Famous & Barr, St. Lous, Mo. 


usually comes under this head, also Kelly, grass, 
roseda, and sage, the latter being a pure green 
mixed with gray. 

Type 3—Blue green: This class includes pea- 
cock, turquoise, lavin, waterfall, robbin’s egg, 
peekin, and jade. With the yellow greens, the rose 
shades, also mahogany, make excellent combina- 
tions. With the rose shades, a touch of pure blue 
either in the light or dark shades, is very effective, 
or a bluish violet can be used to substitute the 
blue. One very charming window was recently 
seen in New York with a yellow green metal cloth 
background, art objects in soft rose, and decorative 
plants in a metallic cornflower blue. 


The colors which should not be combined with 
yellow green in a simple three or four color com- 
bination, are pure green, blue green, or yellow. 
While yellow and green are not discordant with 
yellow green, they do not make-a pleasing and sat- 
isfactory harmony as color on the rose or blue or 
violet shades. 


With pure green, the rust, salmon, or flame 
shades make a striking contrast, while violet or 
lavender is a good third color to use in a combina- 
tion of green and flame, or green and mahogany. 
The colors to be avoided with green are yellow 
and the orange yellow. This contradicts the old 
established idea that. yellow and green always went 
well together. Pure green and pure yellow form a 
very harsh combination. It is much better to 
choose a salmon shade to use with green than a 
yellow. 

A very attractive window display of silks and 
chiffons showed a pale tone of green chiffon, ar- 
ranged in a cascade in the foreground. Before it 
was spread a salmon ostrich fan, and a pair of slip- 


pers of rich violet satin. In the background of the 
window was a larger cascade of almond green chif- 
fon velvet. Metallic ribbons in rich Oriental color- 
ings were displayed at either side. A length of 
printed chiffon of velvet and deep salmon was 
caught in the folds of the violet cascade. The 
window presented a very rich and jewel-like effect; 
the tiny color notes of the slippers and fan in the 
foreground being repeated in the colorings of the 
printed chiffon in the background. 

With blue-green, the orange and wood brown 
shades make the most effective combinations. A 
third color to use with blue-green and orange or 
blue-green and wood brown, is one of the tones 
of violet-red, ranging from clover in the lighter 
shades to a rich plum in the darker ones. The 
colors which do not combine so well with blue- 
green are yellow, yellow-green, and green, or blue- 
violet. 

Green-blue with fuchia and appricott were the 
colors used in one of the handsomest displays of 
evening gowns seen on 5th Avenue this month. 
The background was kept simple, light, and neutral, 
while the gowns were selected with the sole idea of 
making a stunning color display. The darkest note 
was a velvet evening gown of the blue-green tone. 
There were two fuchia gowns bringing in a brilliant 
color note, and three chiffon dance frocks of the 
paler appricott color. ‘ 

It is the wise display man who takes stock now 
of the colorful accessories which his store provides 
to display with green, for from sportswear to evening 
wear, from hosiery to millinery, you will be called on 
again to strain your resources to make up combina- 
tions and settings for the influx of green that is to 
make itself prominent this spring. 
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Color Harmony In Draping 


Colors play important role in successful draping—Determine value of 
any decoration—A few words on color by Jerome A. Koerber 
author of “The Art of Draping” 





ERHAPS nowhere in the work of displaying 
(cay merchandise does the display manager have 
ae more opportunity for latitude in the employ- 
ment of color and for better chances for striking cre- 
ations or harmonies of color than in draping. 

In this issue Jerome A. Koerber, display manager 
for Strawbridge & Clothier, Philadelphia, and author 
of a new book on draping, presents two examples of 
strikingly effective drapes wherein the possibilities for 
exquisite coloring are present in unusual degree. Be- 
fore proceeding to the drapes, however, let us consider 
for a moment a brief talk on color as we recently 
had it from this master display artist. 

“Color,” says Mr. Koerber, “determines the char- 
acter and value of any decoration, and I include the 
commercial value with the artistic when I say this, 
and color is perhaps of more force in draping than any 
other branch of dispiay. 

“There is, however, great danger in using colors, 
and unless one is certain of his knowledge concerning 
them he should consult one who is, or not attempt to 
handle them in displays. A decoration can be abused 
through the use of too much color as well as through 
the employment of the wrong color; and right here it 
may be well to advise against the general acceptance 
of every color or combination of color harmony as 
offered as perfect by the too prevalent ‘modern col- 
orist.’ 

“It is agreed that there are new effects, new color 
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harmonies, and that some colors are more popular than 
others at particular seasons or events, but there is 
nothing absolutely new—in color. There is only the 
revival. Colors come to us from nature, are created 
by nature, and that nature in its work of supplying 
color will not be supplanted by man. 

“All colors and color harmonies have a basic prin- 
ciple, and it must be followed. If purple and pink do 
not harmonize, then no “modernist” or “color origin- 
ator” can make them harmonize. Color laws are defi- 
nite and do not change. It is the basic principle of 
color, its unalterable nature, that should be studied by 
the decorator, for from here comes the law governing 
all color and color harmonies.” 

“The displayman must know color. To him it is an 
essentially vital element in his work, the incorrect use 
or employment of which will bring ill results. Par- 
ticularly is it closely associated with drapes and drap- 
ing, and one cannot be successful in this particular art 
if he fails of a comprehensive knowledge and apprecia- 
tion of it.” 

Presented here are two draping examples described 
by the originator, Mr. Koerber, as simple of execution 
and offering excellent posisibilities for color effects, 
and at the same time may be offered as practice exam- 
ples in the employment of color and color harmonies. 

The first illustration shows a graceful drape which 
is particularly suited for all kinds of dress fabrics of 
the softer textures, particularly satins, chiffons, fou- 
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An Effective and Simple Drape by Jerome A. Koerber, Display Manager, Strawbridge & Clothier, Philadelphia 
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Fancy Drape Over Gold Arm Fixture by Jerome A. Koerber, Strawbridge & Clothier, Philadelphia 


lards, broadcloths and challies. In execution of the 
drape start at point A on the floor where one end-of 
the material is dropped, then carry material upwards 
as indicated by arrows to the top of the stand to a 
point designated as B. Here it is pinned. The ma- 
terial is then brought down toward the front as indi- 
cated by XX, which is about the center of the material. 
It is then again brought toward the top to point C and 
is pinned with the same pins used at point B. Then 
take the other end of the material and drop to the right 
at point D. All folds and pleats are then neatly ar- 
ranged, making sure that both ends of material falling 
on either side at points A and D are carefully turned 
under. A strip of lace or trimming and a few buttons 
may be employed to advantage. 

The second example illustrates a fancy drape over 


a gold arm stand and is made most efficiently with 
heavy materials. However, broadcloth is suggested in 
this particular example, with a piece of velvet for the 
under drape, one dress length being sufficient. 

Start the drape by placing the velvet over the stand, 
first arranging the material into neat folds. Then place 
over the arm at point A one end and allow it to fall 
toward the left to the rear of the stand, as indicated 
by arrow. It is then brought to point B in front, the 
other end falling toward the front on the right in the 
direction of point C and as indicated by arrow. A 
piece of lace may be used for trimming and is placed 
under the folds to the left. To the right the material 
is caught up with lace and drawn over the millinery 
stand. All folds and pleats should be even, and folds 
must fall in graceful manner. 


00000000 


DISPLAY SHOWS HOW MUSIC 
HELPS YOUNG 


The striking contrasts in the development of children 
who have been given the benefit of a musical education 
and who have been allowed to enjoy the refining influence 
of music in the home and those who have not is forcibly 
portrayed in an unusual window display at the music 
store of Ludwig & Company, Wilkes-Barre, Pa. The dis- 
play was arranged by M. D. Bowers. 





Sevenson Bros., St. Peter, Minn., are remodeling and 
advise that their new front will present the most modern 
and beautiful example of store front construction to be 
found in the state. 


CUSTOMER CO-OPERATION THROUGH DISPLAY 
BECOMING GENERAL IN BANK SERVICE 


The opening of the new annex of the American Trust 
Company, Richmond, Va., places at the bank’s disposal 
two modern show windows which are being utilized as 
a means of customer co-operation. Displays of local 
manufacturers are given prominent showings and civic 
events are granted liberal and valuable publicity through 
display. 





A window featuring colonial days as a setting brought 
much favorable comment concerning the progressive mer- 
chandising tendencies of the Weiler Company, Portland, 
Indiana, where Earl Moss is in charge of display work. 
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Pacific Coast Display Review 


Holiday displays most beautiful and successful—January showings 
offer extensive values—Goodman’s open new store—Other notes 


By DAVE E. ANDERSON 
Special Correspondent—The Display World 
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mS) HE Christmas displays have been dismantled, 
Ke 3 but the beauty and effectiveness of Pacific 
“| Coast holiday showings are still topics of live 
comment. Never before have displays been so gener- 
ally compelling, so unusual in effect and offerings, and 
the tremendous Christmas sales were without doubt 
made possible through the many striking display fea- 
tures. 

H. C. Pettit, display manager for the J. W. Rob- 
inson department store, outdid his many previous suc- 
cessful holiday achievements in the presentation of 
twenty-one unusual and striking windows. In con- 
junction with the displays Mr. Pettit introduced a new 
series of gray satin panels, on which, painted in oil, 
were striking ornamentations symbolic of the great 
feast day. Supporting these new panels were special 
lighting effects, the popular and practical innovation in 
modern display work. With the great window space 
at his command, Mr. Pettit was enabled to present a 
most extensive showing of subjects, prominent amongst 
which was the excellently conceived and constructed 
“Robinson Toy Circus.” 


At Hamburger’s, where Ernest E. Campbell directs 
the display department, the usual excellent displays 
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were in place previous to the day of days, and many 
novel features of decorative arrangement and in the 
merchandise itself made Hamburger’s windows show- 
places of constant interest One excellent display fea- 
tured Mah Jong, the Chinese game, and had as a back- 
ground a draped oriental tapestry, while rich oriental 
rugs covered the floor. In the center of the window 
was a large Chinese table surrounded by four beauti- 
fully inlaid oriental chairs. Seated in them were three 
American women, and a Chinese girl in native garb in- 
structing the others in the rudiments of the game Mah 
Jong. The toy window of Mr. Campbell was powerful 
and a thing of sheer joy for thousands. In the interior 
of Hamburger’s the display manager succeeded in ob- 
taining a beautiful effect through the employment of 
great festoons and wreaths of natural Princess pine 
decorated with red poinsettias. 
~ Effective Displays at Bullock’s 

L. A. Casanovitch presented a series of successful 
displays at Bullock’s and evidenced his exceptional 
skill in striking metallic effects gorgeously embellished 
with special color lighting effects. The interior was 
beautiful and the most spectacular Los Angeles has 
witnessed in many a day, with large featuristic metallic 























Blouse Display by Wade Hampton for I. Magnin Co., San Francisco, Calif. 
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Powerful Display by J. Walter Johnson for Powers Furniture Co., Portland, Ore. 


tinsel trees placed in large wood turned vases. The 
complete decoration gave the effect of huge skyrockets 
exploding and scattering the multi-colored metallic 
tinsel throughout the entire store interior. 


Menard Displays Successful 


H. W. Menard, display manager for the Broadway 
Department Store, Los Angeles, has been freely com- 
plimented on his successful holiday displays, the set- 
tings for which included rich panels decorated with 
green metallic leaves and clusters of red berries. Prin- 
cess pine festooning, employed in conjunction with 
beautifully shaded silk lanterns, provided a most pleas- 
ing interior decoration. 
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Compelling Display by J. L. J. Hipps for The Grote-Rankin Co., Seattle, Wash. 


E. M. Dickerson, display manager for Silverwood’s, 
Los Angeles, and Fred Patton, in charge of displays 
for Desmond’s, had outstanding displays featuring 
men’s clothing, furnishings and accessories, and each 
offered examples of successful display embellishment. 
Mr. Patton was another to employ color lighting in the 
windows and store interior. 


K. O. Lee, display manager for Mullen & Bluett 
Co., Los Angeles, is offering some strikingly effective 
displays, and it is to be noticed that he has adopted the 
plan of unit decoration so excellently exemplified in the 
displays of such artists as Harry C. Davis, M: L. 
Rothschild, Chicago; Carl W. Ahlroth, E. H. Leaker 
and others of national fame. 
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Artificial Fruit Display by R. M. Hollister for Kinney & Levan, Cleveland 





Los Angeles is proud of its newest store, Goodman’s 
Department Store, an eight-story structure with an 
arcade front and possessing 478 linear feet of show 
window space. The window backs are caen stone and 
offer excellent facilities for high-class displays. O. 
Thomas, formerly director of the display department 
for Gude’s, Inc., is in charge of the decorating. 

White & Johns, exclusive haberdashery store, has 
opened its doors and presents a distinct addition to the 
retail institutions of Los Angeles. Arthur Bryant, 
independent display specialist, is in charge of displays 
for the new store. 


Extensive improvements are being made at the New 
York Store, Los Angeles’ most exclusive cloak and 
suit house. The backgrounds of the show windows 
and the floors are being treated with genuine imported 
Travatine marble. Some unusual effects are anticipated 
from P. G. Juer, display manager, as soon as remodel- 
ing is completed. 

Bedell’s are showing some stunning gowns of silver- 
beaded, silver, metal and Roman blue, posed on full 
wax figures, and the exceptional skill of the display 
manager, Mr. Petri, is evidenced in the display ar- 
rangement and perfect merchandise selection. 
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DISPLAYS THAT TELL AND ILLUSTRATE 
THE STORY 


“Comparison displays,” becoming more general of em- 
ployment, if judiciously presented have a powerful psy- 
chological effect. Clemons Bros., Chattanooga, Tenn., 
seems to have the right idea and is showing companion 
windows entitled “Why Women Leave Home,” and “Why 
Men Come Home,” respectively. 

In the first window an old-fashioned kitchen of the 
type that would make any woman leave home in despair, 
is shown. The kitchen furniture, although very worn and 
battered, is the kind that could be found in many of the 
best homes twenty-five years ago. A rickety kitchen table 
occupies the center of the room. Its edges are worn and 
dented and look as though the babies of the family have 
been cutting their teeth on it. 

The kitchen stove, an 1890 model, has lost one leg, and 
a pile of bricks takes the place of the missing member. 
The kitchen cabinet is of the variety that used to be called 
a “safe,” and is of the same vintage as the above. A barrel of 
flour on which the mice have been making inroads stands 


in another corner, and dirt and disorder prevail every- 
where. To make the picture complete several dirty dish 
towels, which look as though they had never been washed, 
hang behind the stove. No one wonders why the owner 
left after surveying this kitchen. 

In vivid contrast is the modern kitchen shown in the 
adjoining window. It is fitted up with kitchen furniture 
of the latest type. The kitchen cabinet is spacious 
enough to accommodate all the housewife’s stores, and 
a white kitchen table, with decorated porcelain top, is 
placed in a convenient spot for culinary operations. 





DISPLAY IMPORTANCE EVIDENT 
IN BIG AND SMALL CITIES 


Frederick Quekemeyer, display manager for Carr’s Drug 
Store, Yazoo, Miss., has been generally complimented on 
his successful window displays. Mr. Quekemeyer’s skill 
in handling drug products and sundries combined with his 
excellent knowledge of color and harmony, makes him 
an outstanding figure in Mississippi display fields. 
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Lighting Systems in the Retail Store 


Proper artificial illumination an essential in the operation of retail 
store if maximum efficiency is to result 


By N. W. TOWNSEND 
Lighting Efficiency Bureau—National Lamp Works 


MS)HE value of proper artificial illumination 
has become more and more recognized, and 

)_} with it, quite naturally, has come a demand 
for lighting systems which will meet requirements 
far more exacting than those that earlier systems 
were expected to satisfy. 





Reference has been made to foot-candles. Foot- 
candle is a technical name for a certain unit of in- 
tensity of illumination. Many of the progressive 
electrical supply dealers have an instrument called 
a Foot-Candle Meter which enables them to deter- 
mine the foot-candles or intensity of illumination 


Today we know that 3 
or 4 foot-candles will enable 
one to see more detail than 
will 1 foot-candle, and so on. 
We know that vision is quick- 
ened when the illumination is 
increased from 2 or 3 foot-can- 
dles to 10, 50, or to 100 or 
more. We know that persons 
with defective vision, and there 
is a surprisingly large number 
of these, are more handicapped 
by poor lighting than those 
with good vision, and that they 
respond more markedly to im- 
provement in the lighting. 


Lighting, correct illumination of 
the retail store forms a powerful 
aid in selling, yet with this knowl- 
edge granted there are hundreds of 
merchants failing in the efficiency of 
sales through insufficient or incor- 
rect lighting. Expert advise on this 
important essential is recomended 
with the further suggestion that 
merchants inform themselves con- 
cerning the requirements of proper 
store lighting as disclosed in this 
article by a lighting efficiency au- 
thority of national importance. 


at any desired place. Accord- 
ing to the present standards of 
foot-candle illumination of 
stores it is recommended that 
the automobile supply store 
should have 6 foot-candles, 
and in no case have less than 
4 foot-candles, and in many 
cases should have as high as 8. 
The automobile show room 
should have 8 _ foot-candles, 
with 5 as the absolute min- 
imum, and quite often as 
high as 10 foot-candles. An 
extensive survey which was 
recently conducted in the re- 








Furthermore, we know that bright and cheerful 
surroundings are stimulating, that they inspire 
cleanliness, that they make for order and neatness. 
In these fundamental facts we find the reasons why, 
in the store, they attract customers, facilitate the 
examination of goods, and make for quick sales. 


tail store lighting field, shows that half of the stores 
do not even come up to the foot-candle value given 
as a recommended minimum. 

No dealer will deny that lighting is certainly 
a great aid to him in his selling. Lighting may be 
regarded as having a double function in selling. 











Display by J. T. Mackey for Herpolsheimer Co., Grand Rapids, Mich., Featuring Tie-Up with “Slim Shoulders” 
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The first function is to enable the customer to see 
easily and faultlessly, unhampered by lack of suf- 
ficient illumination. Its second function is that of 
attention value; a well-lighted store has an actual 
and appreciable drawing power. 

Proper illumination of the store interior may 
be well divided into four main heads: (1) the light- 
ing units themselves ; (2) the location of these units, 
(3) the size and kind of lamps used, and (4) the 
maintenance. 


Types of Lighting Units 


There are three general systems of illumination 
—(1) direct-lighting system; (2) indirect-lighting 
systems, and (3) semi-indirect lighting systems. 

The selection of the particular type of lighting 
unit depends not only upon the requirements of the 
store but also more or less upon the construction 
of the room and the color of the ceiling and walls. 
For example, semi and totally indirect lighting is 
unsuited to a room with dark ceilings. The main 
function of the lighting units is to diffuse and dis- 
tribute the light from the lamps. Bare lamps should 
never be used, as they cause a discomforting glare, 
which gives the customer an unfavorable impres- 
sion of the store. Correct lighting should com- 
pletely shield the brilliantly lighted filament from 
view and should either properly diffuse the light 
or direct it toward the ceiling. The most popular 
luminaries for store lighting are the enclosing dif- 
fusing globes, the present style for reasons of 


efficiency as well as decoration being principally 
those of a rather squat shape. Globes of this type 
are nearly dust-tight and thus require only a rela- 
tively small maintenance. 


Number and Location of the Lighting Units 


The number of the lighting units is a matter 
of much importance. Where there are too few 
units, or in other words too wide spacing between 
units, there are likely to be disagreeable shadows 
which will interfere with the examination and selec- 
tion of the merchandise, since the light will not come 
from a sufficient number of directions. 

For a fairly even distribution of light the spacing 
between outlets should not greatly exceed one and 
one-half times the distance the lighting unit is 
mounted above the counter top. From this radius 
it will be found that in stores with the common 
ceiling height of 12 to 14 feet, if the units are lo- 
cated as high as possible, the spacing distance be- 
tween outlets should not greatly exceed a distance 
equal to the ceiling height. At least two rows of 
lighting units are required, except for stores less 
than 15 feet wide. Many stores have two rows 
of counters, one on each side and extending the 
length of the store. In such a case, it is quite ob- 
vious that a double row of lighting units should be 
used even though the width of the store be less 
than 15 feet. A single row of lighting units placed 
down the center aisle would result in the customer 
throwing a shadow on the exact spot where light is 





Beautiful Conception by Jack L. Cameron for Harris-Emery, Des Moines, Iowa 
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Millinery Showing by A. S. De Vries for Dancer-Brogan Co., Lansing, Mich. 


most needed. Indirect units should be suspended 
at such distance that the ceiling appears fairly 
evenly lighted, thus avoiding bright spots on the 
ceiling above each unit. 

It is the size and kind of lamps used that deter- 
min whether the illumination is adequate for good 
vision, or whether the customer is compelled to take 
the merchandise to the window if he wants to in- 
spect it at all closely. The amount of good illum- 
ination is very apt to tell whether or not the casual 
shopper will be attracted to your store. 


It is to be expected that the illumination will 
very considerably depend upon the various con- 
ditions in the store itself. The number of foot- 
candles a store should have has already been sug- 
gested. The recommended number of foot-candles 
for the average small store varying from 6 to 8 in 
most cases, while for larger stores 8 foot-candles 
is usually sufficient. 

Generally speaking, if the lamps are spaced ten 
feet apart each way, 200-watt Mazda C lamps in 
suitable reflectors will provide satisfactory iliumin- 
ation. For a 12 or 13 foot spacing the 300-watt 
Mazda C lamp would produce substantially the 
same degree of illumination. For spacings of ap- 
proximately 15 feet, the 500-watt Mazda lamp 
should be used in most cases. 


In many cases it will be found desirable to use 
Mazda Daylight lamps instead of the regular clear 
Mazda lamps. Mazda Daylight lamps have a spe- 
cial blue glass bulb which causes a daylight quality 
of illumination to be produced. This artificial day- 
light is similar to and mixes well with natural 
daylight ;,;consequently objects under Mazda Day- 
light lamps have approximately the same appear- 
ance as under natural daylight. 


The subject of maintenance includes the clean- 
ing of the lighting equipment, lamp voltage and the 
carrying of spare lamps. The survey in the retail 
store lighting field, already referred to, shows that 
store managers and proprietors have no conception 
of the deteriorating effect of dust or dirt on the 
efficiency of the lighting equipment. The dealer 
should remember that water is cheaper than watts. 


Use Lamps of Correct Voltage 


In regard to lamp voltage the ordinary consumer 
is absolutely ignorant of the meaning of this rating 
as marked on the lamps. In one city it was found 
that 25 per cent of the lamps were of too high a 
rating for the service supply and 5 per cent were 
too low. If your service supply is 110 volts the 
lamps you use should be marked 110 volts, if it is 
115 volts, the lamps used should be marked 115 
volts. 


Keep “Spares” on Hand 


The survey shows that 49 per cent of the retail 
stores do not carry spare lamps. The average elec- 
trical dealer does not keep his store open as late 
as other merchants and if an emergency lamp 
replacement is needed, and there are no spare lamps 
on the dealer’s shelves, he is “out of luck.” 


The illumination for you store, just as for every 
other store, presents an individual problem. How- 
ever, if you will avoid the three imps—Gloom, 
Glare, and Shadow—who do all in their power to 
steal your profits and to drive away your trade, 
and if you will follow the suggestions, given in re- 
gard to (1) the lighting units; (2) the location of 


P these units; (3) the size and kind of lamps used, 


and (4) the maintenance, you will make illumina- 
tion pay a profit in your store. 
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Chicago Monthly Display Review 


Striking settings feature post-holiday displays—Marshall Field & Co., 
windows spectacles of rare beauty 


By C. J. NOWAK 
Display Specialist, Chicago, Illinois 


NE’S impression from viewing Chicago stores 

is that Spring is just around the corner. Dis- 
¥ plays of dainty merchandise such as one sees 
in these stores as shown at this time surely creates busi- 
ness by the desire of possession due to the appeal as 
seen on every hand. One almost forgets the whip and 
nip of winter’s wind when viewing the magnicent dis- 
play of apparel for southern wear at Field’s in their 
State Street windows. 

With a complete change of backgrounds and a new 
treatment in foliage, it is hard not to imagine one’s self 
in balmy climes of Florida or California. The art of 
surrounding the merchandise with just the right atmos- 
phere is masterfully carried out by Display Director 
A. V. Fraser. All the State Street windows excepting 
the two corner windows have backgrounds of green 
square mesh net over a tan curtain with a deep valance 
at top. This valance is made of gold and green brocade 
striped material with a deep green fringe, with massive 
green tassels with touches of gold. A large column 
flanks each end of the curtain, covered in gold green 





plush, with carved ornament at top. The side ends of — 


windows are covered in flat velour. The floors are all 
covered with green carpet with a neat black pattern. 
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Striking Drapes by Elsworth H. Bates for C. W. Klemm, Inc., Bloomington, Il. 


Orange and lemon trees eight feet high are placed 
in alternating windows in large oval urns with elabo- 
rately carved tops enclosing the stem of each tree. 
These urns are centered on circles about forty inches in 
diameter finished in light green, some with gold band 
borders, others plain, while still others have a white and 
deep green and gold stencil border. Several windows 
are devoted to apparel for summer climes, posed on 
wax forms, showing the new loose hanging jacket suits. 
Other windows show silk gowns with millinery to 
match, negligee of delicate tinted silks, silk underwear, 
while new rich embroideries and novelty cotton mate- 
rials are given prominence. 

The large corner window is a masterpiece of color 
symphony, with the background covered flat in mauve 
velvet, with a delicate scenic painting in three tones of 
green in the center archway, with a large box of roses 
at each side of this opening. Two massive bush trees 
of American Beauty Roses in green urns are part of 
this display, with purple and red wistaria colored sprays 
arranged to advantage on the velour backgrolnd. The 
January sale of damask table linen fills this spacious 
window. Beautiful Italian art work placed over tables 
of various shapes and sizes is striking indeed. 
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January clearance sales hold sway at the high grade 
specialty store of Chas. A. Stevens & Bros. The large 
island window is trimmed rather stocky with ladies’ 
suits, fur coats, opera gowns and street dresses, at re- 
duced prices. The inside displays are of a general 
character, showing underwear, sport goods, hosiery, 
etc., in neat unit trims. 

Christmas backgrounds at the Boston Store have 
been replaced with panels with spring designs with 
cherry blossom displays. January white sales are 
strongly featured by extremely stocky displays of 
linens, muslins and bedding, placed close to the front 
of the glass. The large corner window is devoted to 
women’s lingerie on wax forms and over T-stands. 
Men’s suits are strongly featured, two-pants suits at 
$25. Show cards are all half-sheet, printed with blue 
lettering on white background. Windows at the Boston 
Store are possibly the only ones that carry out the 
stocky idea of display on State Street this month. 


Unusually beautiful are Mandel’s displays, with 
backgrounds consisting of large silk screens of eight 
sections and twelve feet high, with applique materials 
of contrasting color for the foreground. Spring scenes 
are the keynote, with birds in profusion, with massive 
palm trees. Featured is apparel for southern tourists, 
showing the newest ideas in box jacket and sport suits 
as well as dresses of sheerest silks with millinery to 
match. Wax figures are splendidly utilized in various 
poses, and sitting in wicker chairs. Kagey artistry is 
beautifully evident in all displays. 

One window features fine fancy linens, while an- 
other window features sport wear, and knickers on wax 
figures with skates. The background is a solid silk 
panel with a black border. A snow scene in gold and 








Display by C. S. Shrider for A. E. Starr Company, Zanesville, Ohio 


silver, in art nouveau style, is of striking prominence. 
Metal signs one inch wide and seven inches long, with 
raised letters in silver, direct the public to the floor on 
which each department is to be found. 


All the windows at Carson, Pirie, Scott’s carry the 
gold plush backgrounds, with a touch of foliage in vases 
and window boxes featuring pusy willows in light green 
with yellow dots or balls. Half-sheet cards in brown 
lettered in orange are used for a series of windows fea- 
turing men’s overcoats at $35, men’s suits at $50, and 
knit ties at $1.35, all artfully aranged on small tables 
and chairs. 

The semi-annual February sale of women’s shoes 
has been advanced one month, which occupies one en- 
tire window, while infants’ wear of hand-made frocks 
from Italy is featured, as well as the January sale of 
household linens, each in a separate window. The 
balance of the front presents “New Modes for South- 
ern Sunlit Days,” showing new Paisley cloth gowns 
and hats on wax forms. January sale of silken under- 
wear is also strongly evident against the lightest tints 
of orange. 

Backgrounds at the Fair are of mauve velour hue, 
with strong artistic showings of sport scarfs with skiis 
and skates featuring displays. The corner window 
features January sale of muslin underwear, merchan- 
dise being on wax forms and over new mahogany 
wooden stands and taborets, with sprays of red roses 
artistically placed. Silk undergarments in pink and 
orchid hold an entire window of a high-class treatment, 
while white goods, bedding, linens and towels are also 
display in artistic manner without crowding. Show 
cards of half-sheets carry a snow scene, with white 
lettering on blue background. 
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HE Service and Information Bureau of The 

DISPLAY WORLD has been kept unusually 
busy during the past month answering the inquiries 
of merchants, displaymen and others as to where 
they can secure various items of display material 
and equipment. 

It has been possible for us to refer these live 
prospects to many manufacturers and a number of 
‘sales have already resulted. 

We list a few of these inquiries below to indi- 
cate the wide diversity of the information asked for. 

If any of our readers are igterested in learning 
the identity of any of these inquiries, complete 
information will be given upon receipt of letter in- 
dicating the numbers on which the information is 


desired. 


240—A men’s furnishings store is interested in backgrounds 
and equipment for displaying men’s furnishings, suits, 
ties, collars, underwear, etc. also books on display, 
books on window trimming. 

241—A display service wants background board, bronze 
powders, brushes, card & mat board, color lighting, 
display racks, lamp coloring, reflectors, and wood 
carvings. 

242—-A display service wants air brushes, artificial flowers, 
backgrounds, books on window trimming. 

243—A merchant wants price tickets and glass fixtures for 
window use, stands from 10 inch to 24 inch, and glass 
heel resis. 

244—A department store wants floorings and stock posters, 
also artificial grass floor covering and inexpensive 
drapes for summer. 

245—A large lithographing company has several model win- 
dows which they trim for customers, putting in ad- 
vertising material which they make for them, and 
wish the latest information on equipment for all lines 
of trade. Want catalogs on background coverings, 
books on display, interior lighting, velours. 

246—A department store wants catalogs on air brushes, 
background board, books on display, card and mat 
board, signs, window trimming schools and wood 
carvings. 

247—A display service wants background board, back- 
grounds (temporary), decorations for halls. 

248—A hardware store wants art screens, books on dis- 
play, card and mat board, displays (moving), foun- 
tains (display). , 

249—A general store wants background coverings, booths 
and floats, decorative papers, urns and vases and win- 
dow cloth. 

250—The display manager of a very large chain of drug 
stores wants artificial flowers, books on display, color 
lighting, art screens, backgrounds, baskets, batik and 
fancy window fabrics, books, display material, fixtures, 
floorings, papier mache specialties, plushes and 


velours, price cards and tickets, window cloth and 
drapes. 

251—A men’s wear specialty shop wants show card schools 
and window trimming schools. 

252—An automobile company wants ideas for automobile 
salesroom decorations and auto booths and exhibits. 

253—An automobile agency is interested in display fixtures, 
materials, and decorations suitable for wholesale auto- 
mobile supply establishment. 

254—A men’s furnishing store wants to know where they 
can purchase the new patented sleeve pad referred to 
on page 48 of The DISPLAY WORLD. 

255—A display man wants several potted artificial plants 
and flowers, such as ferns, begonias and palms, also 
wants caatlogs of same. 

256—A woman’s specialty shop is interested in all kinds of 
fixtures, equipment store front and store and window 
lighting. Needs immediate information, will start to 
remodel a new store at once. 

257—A drug company wants background board, back- 
ground (temporary), background coverings, books on 
window trimming and floorings. 

258—A dry goods store asks for transparent paper, urns 
and vases, sign holders, booths and floats and easels. 

259—A drug company inquires for books on display, books 
on window trimming and plushes. 

260—A window display service, who decorate 20 or more 
windows wants decorative material and fixtures. 
261—A piano house expects to change window background 
and also wants air brushes, backgrounds, card writers’ 

materials, display material, and display racks. 

262—A clothing company is a member of the committee to 
secure scenery, curtains, asbestos, etc., for large com- 
munity building. Size of stage opening 12x23 feet. 

263—A department store wish to know where they can 
procure natural cotton bolls and branches. 

264—An independent window service, writes The DISPLAY 
WORLD that it is interested in taking on a few more 
lines. 

265—A department store wants catalogs on air brushes 
and screens (background). 

266—A displayman wants advertising advice, books on 
display, decorations for halls, restaurants, display ma- 
terial, signs, electric and window, and store designing. 

267—An auto supply company is planning to install new 
fixtures and backgrounds in windows and is interested 
in window display, show card and card writing ma- 
terials. 

268—A men’s furnishings store wants illustrated catalogs 
on art screens, display materials; decorations for halls, 
backgrounds (permanent and temporary), moving dis- 
plays, floorings and signs (electric, brass and bronze, 
department, window and special). 

269—A window display service is doing window trimming 
for 5c & 10c stores in several cities and is looking for 
information on advertising, books on display, depart- 
ment signs, display racks, show card board and show 
card service, store designing and window trimming 
schools. 
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What Are Your Problems in Window 
and Store Display? 


Let Our Service and [Information 


Bureau Help You Solve Them 
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The Display World 


Service and Information Bureau 


Merchants and display men are cordially invited to make use of our incomparable service facilities. Just check 











items in which you may be interested and send to SERVICE and INFORMATION BUREAU, The DIS- 
PLAY WORLD, Cincinnati, and advice or solutions will be directed to you without obligation. 
(J Advertising Advice [1] Card & Mat Board [] Fountains—Display CL) Sign Holders (Metal) 
CL] Advertising Cut Service [] Card Writers’ Materials (] Hammers—Window (1) Sign Holders (Wood) 
CJ Advertising Lantern [] Cash Carriers. CJ Interior Lighting (1) Signs—Electric 
Slides (1) Cash Registers C) Lamp Coloring 1) Signs—Brass & Bronze 
C) Air Brushes () Chairs and Seats [] Lamps (Colored) [] Signs—Department 
Oj Artificial Flowers 1) Color Lighting (J) Lamps (Fancy) 1) Signs—Special 
(J Art Screens— CJ Counters and Shelving (] Lamp Shades CL) Signs—Window 
Permanent [] Decorations for Halls, (J Lighting Fixtures C1) Signs—Wood Letter 
LJ Art Screens— Dances, etc. (J Pageants and Exhibits 1 Special Furniture 
Temporary 1) Decorations for Street [) Panels [] Stock Posters 
0 Artificial Snow (] Decorations for Res- (J Paper Decorations CJ Stencil Outfits 
(1) Background Board taurants—Store and [J Papier Mache CJ Store Advertising 
C) Backgrounds- Industrial Specialties Stunts 
Permanent [1] Decorations for Rest 0 Pens 1) Store Designing 
[) Backgrounds— Rooms [] Plaques (Window) . QO Store Directories 
Temporary CO Decorative Papers C) Plastic and Composi- (] Store Fronts 
(1) Background Coverings [) Display Furniture tion Pieces CL] Time Switches 
(1) Background Fabrics (1 Display Forms L_] Plateaux C) Urns and Vases 
(1) Background Fabric C] Display Material () Plushes CL) Valances 
Trimmings C) Display Racks (0 Price Cards CO) Velours 
C) Banners [] Displays—Moving L_] Price Tickets 1) Wall Board 
(] Baskets—Wicker [) Dividers—Show C1) Price Ticket Holders L] Wax Forms and Figures 
C) Batik and Fancy Window C) Reflectors [] Wax Figure Cleaning 
Window Fabrics (1) Drawing Boards [] Screens (Background) and Repairing 
O) Books on Cardwriting [] Exterior Lighting C1) Shoes—Window (1) Wax Repair Outfits 
O) Books on Display (1) Fixtures (Glass) (J Show Cards—Stock 1) Wickerware Specialties 
[] Books on Window CJ Fixtures (Metal) [] Show Card Board [] Window Cloth 
Trimming _] Fixtures (Wood) (1) Show Card Schools (] Window Drapes 
1) Booths and Floats 0 Flags (1) Show Card Easels C1) Window Lighting 
(J Bronze Powders 0) Floorings (Window— (J Show Card Service _) Window Shades 
C) Brushes Permanent) L] Show Cases 1) Window Trimming 
[] Cabinets—Revolving C1 Floorings (Window— 0 Show Case Lighting Schools 
(0 Cabinets—Stationary Temporary) (J Sign Holders (Glass) C1) Wood Carvings 


() DO YOU WISH A COPY OF THEIR CATALOG? 
(1) DO YOU PLAN TO REMODEL YOUR STORE SOON? 
(1) DO YOU PLAN TO BUILD A STORE SOON? 
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THE DISPLAY WORLD—CINCINNATI, OHIO 
“The Business Journal of the Display Profession and Industry.” 
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Color Value in the Show Card 


Show cards important adjunct in sales-maknig—Appropriate applica- 
tion of color serves to add life to window and embellish showing 


By BOB ALLEN 
Display Manager and Card Writer, Coppin’s, Covington, Ky. 


M]HERE will probably be no one whose eyes fall 
Mi upon this page who is not familiar with the 
“Arabian Night” story of “Aladdin and His 
Wonderful Lamp.” You will remember that the old 
magician, in an effort to regain the magic lamp, passed 
through the streets of the city crying, “New lamps for 
old,” and how the Princess, now the wife of Aladdin, 
not knowing the value of the old lamp in the niche in 
the wall, had a servant call the stranger and offered 
her husband’s lamp for a new one. 

All of this happened hundreds of years ago, but 
human nature has not changed in any very great de- 
gree. People are still ready and willing to replace an 
old article with something new. Especially is this true 
of women, perhaps because it is usually the woman in 
the home who does the buying, and her mind naturally 
runs along that line—she is continually thinking how 
she can make her home more beautiful. 

It has been proved by Herbert N. Casson that 75 
per cent. of the buying in shops is done by women, and 
that they spend three times as much money as men. 
They not only buy for themselves and children, but 
they buy for their husbands. It seems strange that, 
inasmuch as this is true, more consideration is not 
given to the things that attract and appeal to women. 

It seems strange that the advertiser is not as shrewd 
as the salesman, who knows that the success of his sale 
depends upon his ability to find the point through 
which the appeal can best be made to the customer. 


6 6 





It is conceded by those who know most about these 
things that color plays no small part in attracting the 
attention of prospective buyers, especially the women, 
and it is here that the show card comes into its own, 
in that it so well affords a practical medium or vehicle 
of color injection. Just as the alert salesman knows 
that the success of his sale depends upon his ability to 
find the point of interest or the point of greatest ap- 
peal in his customer, so must the show card writer 
have appreciation of this psychological essential. 

Since women do the larger part of the buying for 
the home it is their point of appeal or interest which 
must be discovered and understood. Everyone knows 
that a perfectly balanced color scheme appeals to the 
eye of a woman, and, as far as we know, women are 
the best judgs of color. 

How often have you seen a man with a colored 
shirt and perhaps a tie that “fairly screams at you;” 
then notice the color scheme in the attire of the women 
—usually the color of their clothes blend or harmonize. 

It is here that the show card writer can obtain some 
very good color schemes. There are many times when 
the card writer is at a loss to know just what combi- 
nation of colors to use; if he will leave his room for 
a few minutes and walk through the store and observe 
carefully the clothing of a well-dressed woman, he can 
return to his sign room and complete his card work 
without great fear concerning the perfection of the 
colors used. 
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The W. K. Spring Specials 


ITE LORED | P 
WHITE AND COLORED POSTER PAPER Wk; SPEEDINK 





Unusual rich and delicate shades that will make attractive posters for 


your January sale: Pink, Blue, Yellow, Green, Go The Perfect Pen Ink 


For Sketching and Card Writing 





WHITE FREE COLORED a 
: ; This ink is made absolutely 
$1.50 roll One 10-pound roll, 36-inch, white $2.00 per roll tohte fi lik dinar 
ery poster paper will be included free 10 pounds to roll right; ows like ordinary 
36 in aii penn with every order of jive rolls, one 36 inches wide, writing ink and is waterproof 
. , of each color or selected, as you about 72 yards to oil we knew anything 
72 yards to roll. wish, roll. 4 
stronger to say for it we 








would. Use it in your regular 
Pens, Round writing pens, 
Speedball pens. 


Made in the following 





SHOW CARD COLORS 


USED EVERYWHERE 














ACKNOWLEDGED THE COLOR SUPREME colors: Black 
Dull Black Brown Medium Green Derk Red scat. Purple Red 
ss Blac rey ve Green e : 
Cobalt Blue Gold Ivory Vermilion oor Orange 
Prussian Blue Dark Green Magenta White ellow Brown 
Turquoise Blue | Emerald Green Persian Orange Medium Yellow Light Green Blue 
Ultramarine Blue Light Green Purple Strontian Yellow Dark Green White 
vonnemee Each Doz. 
Size Each Dozen Size Each Dozen 2 
Sk .20 2.20 
Pv a ee $020 $2.20 32-0Z. JAR eeeeee $138 $1800] OO” peatic a ee 
SOZ. JA scscciscccce 40 450 GALLON JAR......... 4.50 50.00 16-08. bottle 5 8.25 
IGOZ. FAM ‘ccscdcccccce 75 8.25 GOLD, 2-0z., 30c; 8-0z., 90c, each 2-08 bottle 1.35 15.00 











Waterproof Liquid 
Air Brush Colors 
Non-Clogging 

Absolutely the best and 
cheapest on the market. Comes 
in concentrated form. To use, 
add alcohol until the desired 
shade is obtained This is the 
The brush without a fault—full of life—makes a clean, sharp line, and will last for years with most economical and satis- 









































Proper care. Well worth a trial. Absolutely guaranteed. factory way of buying Air 
Show Card Style, Seamless Ferrules Brush Colors. 
poi dil iehabebedeesdsevacuuwedasnenaauandaud " ou Z m 4 * otis ‘. —MADE IN— 
MINED Ssispccucdevcccasncdcedevsdedaccoevacasants . 9- : A, - Yell ; 
BIE corstidhttesstithicvictactcce eae ee $0.15 $0.20 $0.25 S635 050 MO Grae De Green pat Red 
Brown Purple Sepia 
—, deuce atvieasiteseacseacs deuce senctesecebeasess ee on 7 F By a Blue Light Red Black 
Ore Ceeeer rere ee CeCe reer ere Terre Tee eer eee Te 5- “1 ss . 
BI sicheni ntact sc craniderctan a cad taatie: coani aaa iiciooe’ $0.95 $1.15 $1.75 $2.25 $2.75 | By ge Ge can get 
One of each number, total 11 brushes......... amNta dessa can cuendeuduadaetiudees seccananaiades Per set, $10.75 
wet OF © Drasnes—s, 9, 5, Fe vccccccscccevaccecsces wkdedvendcceecdwaduesasquceucesass deaveeaseel Per -_ 1.70 a PRICES 
IE Bhs. sas ccc alieneeiebinlcnnmeninnmanaeaiiabiassesdbuanonaael Per set, 2.15| Size Per 
Set of 5 brushes—1, 3, 5, 7, 10......cccccccccees Miugudsaunwekeksdudgcdaxcdacdsadstascce ceneeea, Per set, 3.25| Bottle Each Doz. 
MICU Gi or Rte Os On Ot Ml oo os ccc celeb dear cewcenadnebuvendecsescccuwabandeeascendawsetecans Per set, 4.15 4 $0.30 $ 3.00 
Set of 6 brushes—2, 4, 6, 8, 10, 12..........cccescescscccecesees ih xavinackee sateen in a a | Ba elleeneeeememeenn 
Pkg “SR ERE SG F SE Melewencenmeneeetsre ntact aeewy hosnkien: Pe, oC DD denen cnssnndocminnn A0 450 
5 | eae wee | ere | 75 8.25 
Perfect Stock—White Card Board—22x28 SPEEDBALL PENS 32-oz 228 —— 15.00 
Less 
Coated Blanks— aie sat acre oes a A BC : Gal. -.---- 4.00 45.00 
y sh’ts sh’ts sh’ts_ sheet i 
Coated 2 sides... 4 350800 $175 shew | >ZES ~----7---1, 2S 4 RAILROAD BOARD 
Coated 1 side.... 6 5.50 3.00 1.75 08 n all Styles A-ply, 22x28 
Coated 2 sides... 6 6.00 3.25 1.85 MT PRONE 2a rns $.08 ply, a4 ; 
Coated 1 side... 8 6.0 3m 2° 09 Set of 5 ail 40| We sell tremendous quantities of this 
Oatee < Gees... : . . board because our price is low and we 
Coated 1 side....10 7.50 4.00 2.25 . i ‘ 
Coated 2 a a 8.00 4.25 3.00 = 15 hea of Sag Style and wr? 10] °27°Y a large stock at all times. Assorted 
Coated 1 side.... 8—28x44 14.00 8.00 4.50 20 ens in Sét----------------- $1.10) 2; you wish. 
= F ae Buff Red Orange 
Sign Cloth or Muslin Flat Finish Dull White Oil Cloth Coral Light Green Lemon 
VERY eS tare Put up in Rolls of 25 yards. 52 Inches Wide. Light Blue § White Salmon 
} Cut yardage | Case lots 600 yards.............. Per yard, $0.34 dred 
: Single rolls Half rolls Less than | Half case lots 300 yards....Per yard, .35 eater > Giants 
Width 60 yards 30 yards half roll One-fourth case lots 150 yards...Per yard, .36 $5.50 
~ a Per er: Per yard | Per roll, 25 yards.......sesee0es Per yard, .37% 
36 ee 4 pine vane <5 ers) ba 5. ee Cut pieces less than 25 yards..Per yard, 42% Per Thousand Sheets 
WIM oc uctvacaaxewes 18 .20 z 25c Charge for Packing in Less than $47 50 
WE MEE cc cdncicdcewses 30 32 35 25 Yard Pieces. : be 











WALLBRUNN, KLING & CO. 327 S. Clark St., CHICAGO, ILL. 
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DULL COATED 


Works with THE ARTIST in PRODUCING ATTRACTIVE SIGNS 
THE 22 COLORS ARE SUPERB,MANY OF THEM ENTIRELY NEW 
WHITE-IVORY- TAN-GRAY-LIGHT BLUE-LIGHT GREEN-LAVENDER 
BLACK-NEW BLUE-TROPICAL GREEN-SHETLAND GREEN-TANGERINE 
TURKEY RED-COCOA-OX BLOOD-ROYALPURPLE-BEAUTY PINK 
OLDROSE-BUTTERCUP YELLOW GULF BLUE-TERRACOTIA CASCADE BLUE 
SEND FOR FREE SAMPLES 


HURLOCK BROS COMPANY~ 








3436-38 MARKET ST. PHILADELPHIA 
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My new 1922- 
23 catalog answers 
al price question. 20 
years experience in low price 
making—Everything you need for Chas. J. Strong 
shop or studio—Write today for your Founder 
copy. 
















SUPPLY DEPARTMENT 


Detroit School of Lettering 


514 GRISWOLD ST, DETROIT, MICH, 


ys 


Study under the direction of the leading 
expert in the line, Arnold Binger. Good po- 
sitions await those who are competent. Write 
| for our beautiful illustrated booklet and terms. 
Binger School of Show Card and Display Art 
2113 Flatiron Building, 23rd St. and Broadway, ag York City 





















WITH OUR BOOK YOU CAN 
LEARN TO WRITE SHOW CARDS 


Quick, easy, sure. Bound in cloth— 

Printed on the best paper; postpaid.. $2.75. 
‘ ST. LOUIS SHOW CARD SCHOOL 

$ 7030 Washington Avenue St. Louis, Mo. 











You must ‘take into consideration, also, the colors 
in the merchandise that is on display. The display 
manager and show card writer must work together. 

Imagine, if you can, black gowns displayed against 
a black background; the entire effect would be lost, 
and the gowns, no matter how beautiful and stylish, 
would not attract the eye of the customer. Then im- 
agine a vivid-colored card placed in such a window— 
the combination would be ridiculous. Too much con- 
sideration can not be given to the color of the back- 
ground and card; they must not detract from, but em- 
bellish or enhance the goods on display. 

If the show card writer has to take cost of material 
into consideration, and most of us do, I have another 
practical suggestion to make. By leaving a wide mar- 
gin or by placing your lettering to the center of the 
card, the card may be used a second time as a mount- 
ing for another smaller card. This not alone helps the 
appearance of the card, but answers the purpose of 
néw cardboard which you would otherwise have to use, 
and at the same time make the old card into a new one. 
Should the lettering extend too far to allow a margin 
of proper width, a sheet from a sample book from a 
wall paper store may be pasted on the original card, 
allowing a small margin; then paste the new card on 
this wall paper background, making a finished card 
with a double mounting. 

These are just a few of the many ways in which a 
clever card writer may work out ideas that may occur 
to him, which not only attract and appeal to the public, 
but aid largely in helping the sale of goods on display, 
which is, of course, the essential purpose for having 
your card in the window. 





SIGNS OF THE TIMES SHOW CARD CONTEST 
OPEN TO DEPARTMENT STORE MEN 


In the January issue of SIGNS OF THE TIMES a 
show card contest was announced that should be of partic- 
ular interest to the show card artists and displaymen. 
The contest is divided into three classes; the student, the 
department store artist and studio artist, thus giving an 
equal chance to all aspirants in the lettering and art ad- 
vertising field. 

The conditions are the same for each classification and 
offer to the display man and department store card artist, 
seventeen prizes. First prize is a silver loving cup suitably 
engraved; second prize, a $10 order on any regular SIGNS 
OF THE TIMES advertiser; to each of the five next best 
a three years’ subscription to SIGNS OF THE TIMES 
and fourth prize offers to the next ten best one year’s 
subscription to that publication. 

The conditions governing the contest are that the con- 
testant may enter any one classification with not more 
than eight cards or less than four. The cards may be 
made by any process of the lettering art—but must be orig- 
inals. The cards are to be addressed to the Contest Editor, 
SIGNS OF THE TIMES, Cincinnati, and bear the name 
of the contestant on the outside of the package. 





James Boyd has been awarded first prize for the best 
window display arranged during the recent contest con- 
ducted by the Retail Merchants’ Association, of Dennison, 
Texas. Kingston’s drug store took second honors. 
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™}VIDENCING the distinctive beauty of master 


creators Walter E. Zemitzsch Spring decora- 


tions will be proclaimed most exquisitely striking 


and practically adaptable. 


Special Designing Service 


To assist in the planning of displays and special events is 
at disposal of merchants and displaymen. 


Mr. Walter E. Zemitzsch personally in charge. 


The Walter E. Zemitzsch Co. 


Designers——Manufacturers——Importers 
Artificial Flowers, Wickerware, Fixtures and Novelty Decorations 


1617 Washington Ave., St. Louis, Mo. 


Your Inspeétion of our line is respeéttully solicited. 
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The Honor Roll of Display Specialists 
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The DISPLAY WORLD, after a thorough investigation of the quality, service and business 
policies of the following Display Service organizations lists them here and recommends them 
to manufacturers, advertising agencies and merchants interested in distinctive display service. 


GEORGE A. SMITH 
1737 Broadway, New York City 


Complete Display Campaigns for National Advertisers 
—Local Display Service—Advisory Service to Manu- 
facturers and Advertising Agencies 
Manager, George A. Smith 


J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 
Advisor in National Campaigns—Local Display Service 
—Complete Service for National Advertiser 
Manager, J. D. Williams 


CARSON & PATRICK 
212 Losoya St., San Antonio, Tex. 
Specialists in Local and National Displays—Locations 
for National Displays Provided— Complete Display 
Essentials Furnished 
Manager, Vern L. Carson 


S. FISHER CO. 
40 No. Wells St., Chicago 
Plan and Install in Chicago and Vicinity Displays of 
Nationally Advertised Products—Local Service 
Manager, S. Fisher 


FOR REPRESENTATION ON 





HALPERN DISPLAY SERVICE 
2342 Ryer Ave., New York City 
Specialize in Local Display Service in Cloaks, Suits, 
Waists, Corsets, Lingerie, Millinery and Shoes—Ad- 
visors in National Campaigns 
Manager, Charles H. Halpern 


NATIONAL WINDOW DECORATING CO. 
1233 Arch St., Philadelphia 
Producers and Directors of National Window Displays 
Covering Cities of Philadelphia, Washington, Atlantic 
City, Camden, Trenton, and Reading, Lancaster and 
Harrisburg, Pa. 
Manager, K. S. Wolff 


PEP WINDOW DISPLAY & SHOW CARD SERVICE 
526 Calhoun St., Fort Wayne, Ind. 


Local Displays and Producers of National Displays in 


Fort Wayne and Vicinity—Show Cards 
Manager, F. G. Piepenbrink 


WINDOW DISPLAY SERVICE CORP. 
6 West 26th St., New York City 
Local and National Display Service—Designing and 
Display Essentials Incorporated in Service 
Manager, John Beyer 


ACCOMPLISHMENT IN THE RENDERING OF DISPLAY SERVICE JS THE NECESSARY QUALIFICATION 
THE DISPLAY WORLD’S 


HONOR ROLL OF DISPLAY SPECIALISTS 
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Spring Plans in the Making 


Important period in activities of display man’s routine comes in 
advance of the seasonal showings—Success of displays 
determined by perfection of preliminary planning 





“) N most display departments, particularly those 
oe | of the big stores, Spring plans are now in the 
>| nebulous period. In a comparatively few days 
= will have taken definite form. It is necessary to 
plan early; successful accomplishment rarely, if ever, 
results from spontaneous or half-hearted action, and 
more necessary is planning in the display department 
than in many other departments of the retail stores. 
The displayman of today is a merchandiser whether his 
executive title designates him as such or not, and the 
work of selling merchandise concerns itself with the 
very life of business. 

The display executive of today has more to think 
about, more to accomplish than startling effects of 
striking beauty, and while effects of the unusual type 
and rich beauty play their part in the grand accom- 
plishment, the sale of the merchandise, always has been 
and will continue as long as the retail institution func- 
tions, the backbone, the great object and purpose of 
display. 






Resultful Displays Determine Success 


It is to be seriously doubted that a merchant ever 
increased the salary of the display manager on the 
strength of beautiful displays. We question the sug- 
gestion that he ever congratulated the display manager 
because he saw and heard remarks passed by passersby 
—who became nothing more. The merchant of today, 
just like the merchant of one hundred years ago, is 
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essentially interested in one thing and one thing only 
—-profits. 

Profit, the only language he recognizes in the oper- 
ation of his store, is the determining element in his 
every action concerning that store and its personnel. 
Profits from merchandise sold determines the success 
of the business—and those same profits determine the 
value of the various department heads, including the 
director of the display department. 

Recognizing the all-absorbing interest in profits, it 
is rather inconsistent to expect a merchant to become 
enthusiastic concerning beautiful windows and the 
genius of his displayman if those windows fail in their 
first essential as sources of profits. 

It is to be feared that too many men engaged in the 
display profession fail to properly grasp the real mean- 
ing of merchandising. We have heard not a few refer 
to displays that were excellently merchandised as 
overly stocked, as junky displays. The distinction 
between well merchandised displays and stocky dis- 
plays is not difficult of appreciation if one has the true 
conception of the purpose of the retail store, and also 
of his own profession and the principles governing it. 

Naturally, the failure to fully comprehend the pur- 
pose of display in its relation to the moving of mer- 
chandise is almost exclusively confined to the smaller 
town store, where perhaps in many cases the display- 
man is functioning in that capacity with little knowl- 
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= Striétly an Artificial Flower and Foliage Line a 
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g 6s Fhe Utmost of Decorative Value’ § 
: at a Sensible Price : 
2 is 
: Our New Spring Line includes some Unusual Numbers which are 
5 the produét of new equipment in our Splendid New Faétory. ig 
2 See this line. x 
: The Hulsizer Company : 
5 Des Moines, Ia. 
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THE DISPLAY THAT 


No other window attraction takes the peo- 
ple’s eye as quickly as a movable object. 
This window display not only has motion, but 
also keeps you guessing, making the dealer’s 
store the talk of the town. An ever-flowing 
percolator. 


RADIO COFFEE 


Where does it come from? Thats the 
question in everyone’s mind. Keeps on pour- 
ing continually, while suspended in mid-air 
by two hair-like wires. Percolator never 
empty; cup always full; always paurs a con- 
tinuous stream. Has never failed to draw a 
large crowd wherever it has been displayed. 
Runs by electricity on any current. All that 
is necessary is to screw the plug in your light 
socket and fill metal lined box with colored 
water, made with a small quantity of caramel 
extract, which will not stain should any be 
accidentally spilled. Can be easily set up 
and put in operation by anyone. A week’s 
display in your window and you will find it 
has attracted many new customers, and paid 
you handsomely in actual traceable returns, 
besides bringing you an immense amount of 
favorable publicity. 

Suspension parts are heavy nickel plated, percolator and cup and saucer being aluminum. Wooden box 
stained mahogany with galvanized liner, making a handsome fern box when machine is not in use. 


MYSTIFIES THE MULTITUDES 




















FREE 


We will furnish stand, guard and blades which can easily 
be attached to the motor of this display, giving you a complete 
electric fan when the display is not in use. 

Background, as shown in above illustration, adapted for 
restaurant trade or those serving coffee. Will furnish plain 
colored sign which you can easily paint for any purpose desired. 


FREE 


We are selling at a price that will not cause a minute’s 
hesitation. Write immediately for our exclusive and special 
offer, good until February 28th, 1923. 

We are absolutely sure you will feel satisfied with the mar- 
velous results this wonderful display will bring you. Write for 
full information today. AGENTS WANTED. 


NATIONAL ELECTRIC APPLIANCE CO. 


308 LOOP END BUILDING, 177 N. STATE ST. 


CHICAGO, ILL. 
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edge of retail merchandising and none at all of that 
phase of it concerning the -elling of merchandise 
through window displav. 

Getting back to Spring display planning, here we 
find the important essentials of merchandising neces- 
sary. The thought of how to show the merchandise 
in its maximum sales efficiency value is first in mind; 
not how to display it in a manner that will present the 
most beat ‘*ul or striking effect. The beauty, the nov- 
elty, the embellishment of it, is secondary; itis the 
selling value that must have first consideration, and it 
is in striving to perfect plans or methods that will ob- 
tain the showing of it at its best selling efficiency that 
consideration is given to the embellishment of it. 

The display manager of today must know the color 
tendencies for the season six months away. He must 
have knowledge of the new merchandise, its quality, 


coloring, texture, quantity, place of manufacture, and 
dozens of other points necessary in the efficient mer- 
chandise man. With this advance information he sets 
to work on plans of display. And early planning is 
necessary in view of the accepted custom of specialty 
decorative treatment necessitating lengthy periods for 
construction and installation. 

The displayman who plans early is best equipped 
to obtain the maximum results, it being conceded that 
the more time for thought and correction the better the 
finished work. Then also has the early planner a 
decided advantage in the selection of his display em- 
bellishments and equipment and is never forced to pur- 
chase flowers or set pieces and then build his display 
plans around them. Plans for selling merchandise 
should be built around that merchandise and not around 
some attractive decorative embellishment. 


0<>00<00< 000 


CHRISTMAS WINDOW DISPLAY CONTEST 
; AT LEXINGTON 


The pre-holiday window display contest conducted in 
Lexington, Ky., resulted in a four-cornered tie for first 
honors. Stores tieing for first place were: Embry & Co., 
Cc. F. Brower & Co., Meyer & Hinkle, and Graves, Cox 
& Company. 

Other awards went to Honaker’s Lexington Quality 
Food Shops, John A. Keller & Co., F. J. Spencer, S. Bas- 
sett & Sons, Kaufman Clothing Co., L. L. Roberts Furn- 
iture Co., Smith, Watkins & Co., Victor Bogeart Co., and 
Eda E. Thomas Candy Company. 





DISPLAY TO AID PROGRESS IN 
AMERICANIZATION 


Educational features forcibly presented through win- 
down displays are becoming regular essentials in many 
store programs. Americanization Week, recently observed 
by hundreds of stores, brought forth editorial comment 
from newspapers throughout the country. 


The American’s Creed, The Message to the Flag, from 
the work of Franklin K. Lane; The Star Spangled Banner, 
Columbia, were subjects for display along with windows 
devoted to Schools, Illiteracy, Equal Opportunity, Physical 
Education, etc. 





Display of Toilet Articles by Ellsworth H. Bates for C. W. Klemm, Inc., Bloomington, IIl. 
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duced for display purposes. 
appreciate these time-saving features. 


guarantee the quality. 


Designers Manufacturers 


1739-41 Milwackes Ave. CHICAGO 





UST OUT 


Write for Book SA5 
Do This Right Now 


ET this big, new book of 52 pages, showing the na- 
tionally known Schack decoratives. They are the 
finest and best values Schack’s have ever yet pro- 


Another thing; the merchandise is presented in a manner 
entirely new. You busy merchants and displaymen wiil 


Get your book, look it over. The attractiveness and 
moderate pricing of the decoratives are evident. 


Schack Artificial Flower Company 
Importers 


Sales Room 


63 E. Adams St. 


Your Copy Is Waiting For You 


Schack’s 
New 1923 
Spring Flower Book 


And we 
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Seen and Heard Along the Window Front 
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DITTMAR RESIGNS AT RIKE’S— 
TO ENTER NEW FIELD 


Lothar F. Dittmar, widely known in the display field, 
having directed display departments for several institutions 
of national importance, has resigned as display manager 
for Rike & Kumler Co., Dayton, Ohio, to accept the post 
of advertising and sales manager for The Huffman Realty 
Co., Dayton. : 

The accomplishments of Mr. Dittmar in the profession 
of display have been distinctive and great, his active influ- 
ence having assisted materially in the development of the 
profession and advancement of its representative organ- 
ization. 





NEW FRONT FOR GRAHAM-BAKER 


Graham & Baker Clothing Co., Topeka, Kans., have 
placed contracts for a new store front which includes 
entire new set of window backgrounds and display fixtures. 





THOMAS IN CHARGE AT GOODMAN’S 
O. Thomas has been selected as display manager for 
the new store of Goodman’s Los Angeles. Mr. Thomas 
was recently in charge of displays for Gudes Inc., same city. 





CARL O. CRITES IN NEW POSITION 
Carl O. Crites has accepted the position of display man- 
ager for Levy Bros., Louisville, Ky. He was recently in 
charge of the window and store decorations at The Shop 
of Culture, Memphis, Tenn. 


DISPLAY MANAGER SWARTZ PRESENTS 
FEATURE DISPLAYS 


Max Swartz, display manager for the Charles Pross 
Company, Greenburgh, Pa., featured a series of displays 
following the holidays that has been acclaimed the most 
beautiful ever seen in Greensburgh. The displayman em- 
ployed a new metal cloth as a background with floor in 
white and green marbleized blocks. 





WEAVER RESIGNS TOLEDO POST TO 
AFFILIATE WITH J. BLACK & SONS 
H. W. Weaver, formerly display manager for The John 
Mockett Co., Toledo, Ohio, has been selected to direct 
the display department of J. Black & Sons, Birmingham, 
Ala. Mr. Weaver assumed his new duties on January 10, 
following a most successful term with the Toledo store. 





DAVE E. ANDERSON JOINS 
RANKS OF BENEDICTS 

The many friends of Dave E. Anderson, for years 
traveling salesman for artificial flower houses, will be in- 
terested in the announcement of his marriage on December 
14, to Miss Thelma Crittenden, popular society girl of 
Parker, S. D. 

The young couple left immediately on a honeymoon 
trip to Denver, Colorado Springs, Salt Lake City, and the 
Pacific Coast, terminating at Los Angeles, the future home 
of the Andersons and where Dave is sales executive in the 
organization of Bert Landers, Inc. 
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The show cards of A. A. Hansen have always been considered a prominent selling factor in his excellent displays, 
and an indication of Mr. Hansen’s ability and 


strength of the cards may readily be obtained through an inspec- 
tion of the above group. Mr. Hansen is display manager for Clayton’s, Detroit, and a recognized leader in the 
fields of mercantile display and show card writing. 
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OTTO LAASCHE SUCCESSFUL WITH 
LEADING CLOTHING FIRM 


Reports from Boston indicate the success of Otto 
Laasche, recently appointed display manager for the Leo- 
pold Morse Co. Mr Laasche, for several years with the 
St. Claire County Gas & Electric Co., East St. Louis, 
served terms as secretary of the St. Louis Display Men’s 
Club and brought much recognition to this fine local 
through his excellent direction of the office. For several 
months just previous to his promotion to the Boston house, 
Mr. Laasche was connected with the display department 
of Stix, Baer & Fuller, St. Louis, where H. H. Tarrasch 
directs display department operation. 





Display by Leslie D. Slack, Display Manager for 
Wurzburg’s, Grand Rapids, Mich. 


SELLING INSURANCE THROUGH APPROPRIATE 
WINDOW DISPLAY 

Trapp & Mead, insurance firm of Topeka, Kans., believe 
in utilizing the display window as part of their campaign 
to sell insurance. 

This progressive concern has arranged for a large show 
window on the ground floor, and in it shows a home on a 
beautiful green terrace, with flames bursting from the 
windows, and with the general confusion that usually at- 
tends the burning of property. Appropriate cards of 
warning and suggestion are present. 





FREY GOES TO MARSHALLTOWN 
Thomas J. Frey, formerly engaged in the display pro- 
fession at Springfield, Illinois, is now directing the display 
department for J. D. Palmer & Company, Marshalltown, Ia. 





KERN’S WINDOWS LEADERS 
UNDER J. H. RICHTER 

J. H. Richter, display manager for Ernst Kern Co., De- 
troit, Mich., left immediately after Christmas for an ex- 
tended trip through the east. He will visit the cities of 
Philadelphia, New York, Washington and Boston. 

Mr. Richter has made Kern’s store stand out among 
the many beautiful Detroit retail institutions, and the 
Richter display quality is in evidence throughout the store. 





MARKUSICH WINNER IN McCALL 

PATTERN DISPLAY CONTEST 
Announcement has been made by the McCall Pattern 
Company that Matt Markusich, display manager for Saul 
Wolfson, San Antonio, has been awarded a special prize 
in the window display contest recently conducted by the 
McCall organization. Accompanying the notification of 
award was a letter commending the popular displayman 

on the excellent quality of the work submitted. 
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Introduce Yourself to 


a a 


AT-MAT is the most popular cardboard 
among recognized display men and card- 
writers. 
You never regret an introduction to this result- 
getting cardboard. 


Among your working tools you should have 
a Nat=-Mat sample book. It is free. Send for 
a copy today—on your business letterhead. 


National Card, Mat & Board Co. 


Manufacturers 
4318-36 Carroll Avenue 
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LEARN TO PAINT 


SIGNS OR SHOW CARDS 


I will teach you by mail until qualified. Big oppor- 
tunities—Sale cards—Banner signs used in enormous 
quantities. Three separate courses—Sign Painting, 
Show Card Writing or Commercial Lettering. Old- 
est and Largest school of its kind. 
Write for complete 
particulars. Address 


/Detroit 
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UNIFORM-WIDTH-STROKE ye 
LETTERING PENS © 


Gordon & George pat.fitted with 
faultless fountain ink retainer and 
feed requlator - An exclusive feature 
insuring non-flooded strokes using 
either black, white or opaque colors 
Especially adapted for rapid. freehand work by 


COMMERCIAL TEACHERS 
AR TISTSCge* STUDENTS 
SIGN & SHOW DRAFTSMEN. 
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7 C,HOWARD HUNT PEN CO: 
YUE AMDEN. NEW JERSEYZ 
Order your copy today-» 7th edition is now on press! 
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Gres) Brano 
CARD BOARD 


IS THE LIFE OF THE 


SHOW CARD | 


ROOD 


SEND FOR 
NEW SAMPLE BOOK NO. XXXII 
SHOWS 109 ATTRACTIVE BOARDS 
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CHICAGO scxro COMPANY 


664-670 WASHINGTON BLVD. 
CHICAGO, ILL. 
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SPECIAL OFFER 
to Show Card Writers 


THIS USEFUL BOOK FREE 


The ae Sign Writer 


A complete guide for be- 
ginners, 414x7 in., 63 pages 
illustrated. Describes and 
pictures all new and up- 
to-date styles of lettering 
complete. Full of valuable 
simple instructions for the 
art of Show Card and Sign 
Writing. 


FREE OFFER 


You can obtain this valuable book free 
with an order of $5.00 or more of any goods 
in our catalog. 

Send for our complete catalog No. 35, if 
you do not already have a copy. Make up 
your order and send it to us mentioning’ 
this offer. 


Geo. E. Watson Co. 


“The Paint People” 
62 W. LAKE ST., CHICAGO, ILL. 
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DISPLAYING PLAID BLANKETS 
Editor, The DISPLAY WORLD: 

Would you be kind enough to tell me how to make 
an effective display of plaid blankets? I have never yet 
seen a blanket window which did not make my hair stand 
on end. Usually the colorings are very strong, and there 
is so much red and green that anything you do makes the 
window look like an Indian reservation. 


Answer.—Why not make the window look like an 
Indian reservation? One of the most interesting Nav- 
ajho rug window displays which we have noted dupli- 
cated the interior of an Indian wigwam. A group of 
plaid blankets with nothing to relieve them will gain 
very little for the department where they are sold, un- 
less the colors are very carefully selected so that each 
blanket does not form a discord with the one adjacent 
to it and the display forms a harmonious whole. It is 
better to select blankets of both light and dark color- 
ing, so that a contrast of light and dark can be ob- 
tained. If there are a number of blankets in the 
strong red and green colorings you speak of, a strong 
note of blue should be introduced, also one of warm 
brown. If one must display red and green blankets, 
have them very much in the minority even if the de- 
partment has a large stock on hand, because a red and 
green blanket will show up to much better advantage 
when surrounded by a large quantity of blue and warm 
brown than it will surrounded by blankets of similar 
colorings. 





DISPLAY ARRANGED BY J. D. WILLIAMS 


Editor, The DISPLAY WORLD: 

In a recent issue of your publication you mentioned a 
display feature arranged in Chicago that featured a sale 
of garters. Is it possible to supply the name of the display 
manager and details concerning the manufacturer material 
he employed? 

Answer.—The display in question was arranged by 
J. D. Williams, display specialist, Auditorium Building, 
Chicago. We are confident that Mr. Williams will be 
glad to answer any communication you may direct to 
him, and we are sure that he will find pleasure in dis- 
closing all details concerning the display in question. 





IMAN AND FRENCH WAX FIGURES 
NOT THE SAME 


Editor, The DISPLAY WORLD: 

Kindly sit in judgment of this controversy and render 
a decision that will settle it once and for all time. A says 
that The French Wax and Pierre Imans wax figures are 
one and the same. B disagrees. Who is right? 

Answer.—A is wrong. The Iman figure is made ~ 
in Paris by the Pierre Iman Company, which organi- 
zation maintains no other factory. Exclusive selling 
rights in foreign countries are confined to one agent 
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in each country. In the United States, the Curtis Le- 
ger Company have sole selling rights. 

The commonly known French wax figure is an 
American product made in Milwaukee by The French 
Wax Figure Company, and is unusually popular in 
this country and Canada. 





COLOR HARMONY PROBLEMS 


Editor, The DISPLAY WORLD: 

I am exceedingly interested in the questions and an- 
swers published in The DISPLAY WORLD on difficult 
problems which come up from time to time in the work of 
a displayman. I think the question of the burgundy col- 
ored street suit, red velvet evening cape, and orchid dress 
answered last month was very well handled. My greatest 
difficulty is in the display of ribbons. Frequently, a ribbon 
window is on my schedule, and it is the most difficult 
thing in the world to display bolts of ribbon in the many 
varied colorings, and yet get a semblance of unity and 
harmony in the display. I would appreciate very much any 
ideas or suggestion that you may have which would help 
me in getting together a striking and harmonious ribbon 


display. 


Answer.—If a ribbon window is intended to give 
a more or less complete representation of the ribbon 
stock in the store, it entails a great deal of very careful 
planning in order to achieve the unity and harmony 
which you desire. The first thing to do is to go care- 
fully through the ribbons which are to be displayed, 
and pick out one emphatic harmonious combination. 
For instance, if there are a great many ribbons in the 
red or mahogany colorings, it is well to pick two colors 
which go well with red or mahogany to form the other 
two emphatic notes in your display. We might sug- 
gest that red goes very well with both blue and yellow- 
green. If such a combination is selected, be sure that 
the ribbons in those tones are in much larger propor- 
tion to those displayed in any one or two other con- 
trasting colors. 

Next plan to show all the dark tones of red or 
mahogany in one grouping, instead of dividing them 
up throughout the display. A long sweep of both wide 
and narrow, plain and fancy ribbons in the red and 
mahogany colorings could be made to form the point 
of central interest in the display. The range of yellow- 
greens and blues should also be grouped together, pos- 
sibly on either side of the central point. Then ribbons 
of the lighter shades which go with the yellow-green 
on one side or the blue on the other could be grouped 
in close proximity to these dominant points. Pyramids 
of ribbons in the darker tones could be piled up in 
back of each respective group. Colors which harmon- 
ize with the red central point of interest could be dis- 
played directly below the long central sweep or the 
reddish colorings. In this way the window will hold 
one dominant, harmonious color scheme instead of 
being broken up into a number of small groupings, 
which are very distracting and which do not hold or 
attract the attention of passers-by. 


Note—Answers to Color Questions obtained through Taylor System 
of Color Harmony. 
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specially designed for the Automatic aes 
Control of Electric Current used in Elec- % rae 
tric Signs and Show Windows. Ran 
The many defects of mechanism in the ‘2e% 


ordinary clock are eliminated in the new 4&5 
and improved A & W eight-day Time §412 
Switch Clock. eth 


: ah 
It is the acme of perfection in Time ifs 


Switch-making and represents the result ae 
of years of experience and research. ise 









A complete description will be mailed 
eee upon receipt of your inquiry, and if you 
aes are desirous of forever dispensing with 

the usual time clock troubles 

Write Now. 
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Nude art studies for the use of Artists, Sculptors 

and Students, in place of the living model. Black 

and White Photos, 5x7 and 7x10 inches, sharp prints 

from original plates posed to get needed high lights 
and shadows. 


Send 25c for miniature samples. We have over 
500 different poses of many different models. 


SHAW PUBLISHING COMPANY 
44 Boylston St. Dept. El Boston, 11, Mass. 
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Canadian Display Activities 








TORONTO CLUB HOLDS TWO 
IMPORTANT SESSIONS 


HE newly formed Toronto Association of Displaymen 

is creating a most favorable impression with Canadian 
merchants and the business-like manner of: organization 
perfection and operation has evidenced the tremendous 
value such affiliation means to the display profession and 
selling branch of the retail institutions. 

Two meetings were held last month, one in the recep- 
tion quarters of Fairweather’s Limited, and the other in 
conjunction with a banquet in the Yellow Room of the 
King Edward Hotel. The first meeting provided an ex- 
cellent program of educational features, included on the 
program being P. Rutherford, display manager for Fair- 
weather’s Limited, and C. H. Bushnell, publicity chairman 
for the Business Men’s Association of Toronto. 

The meeting held at the King Edward Hotel followed 
a banquet, the compliments of the John Forsyth, Ltd., 
Kitchener, Ont. In addition to Mr. Forsyth, the host, other 
mercantile notables present included department managers 
Shelley and Dannecker, of Forsyth, Ltd., and Messers 
Apted and Hollingsworth, pioneers in the Toronto display 
field. 

The program was punctuated with addresses by J. D. 
C. Forsyth, Mr. Apted, formerly display manager for T. 
Eaton & Co., and Mr. Hollingsworth, formerly display 
manager for the Robert Simpson Co. 

Though little more than one month old the Toronto club 
boasts seventy-five members. The officers are: President, 
F. G. R. Lacey, display manager, Fairweather’s Ltd.; vice- 
president, C. L. Brown, display manager, Stollery’s Ltd.; 


secretary, G. E. Duffy, Consolidated Press Ltd.; treasurer, 
C. B. Morden, display manager, Murray-Kay Co., Ltd. 
Trustees are C. H. Bray, W.-H. Mould, A. S. Hardy and 
N. L. Birrell. 





MONTREAL DISPLAYMEN PERFECT CLUB— 
MICHAUD IS PRESIDENT 


The displaymen of Montreal have organized in the 
purpose of developing the art of mercantile display and 
obtaining a closer co-operation between merchant and dis- 
playman in the cultivation and improvement of display 
as a sales factor and a general recognition of the import- 
ance of the display manager. The new club is to be known 
as the Montreal Displaymen’s Club. 

Its first official roster includes: President, J. A- 
Michaud, Fairweather’s, Ltd.; first vice-president, Edmund 
Lemieux, Goodwin’s, Ltd.; second vice-president, P. J. 
Doyen, Henry Morgan & Co., Ltd.; secretary, R. Bouchard, 
Holt, Renfrew & Co., Ltd.; treasurer, R. Archambault. 

Directors—E. Gingras, Dupius Freies, A. Langlois, 
Goodwin’s, Ltd.; E. Carroll, Almy’s, Ltd.. J. Dion, L. Eten- 
drie, Fils; C. A. Renaud, J. H. Blumenthal Sons Ltd.. A. 
Hosking, John Murphy Co., Ltd. 

Publicity Committee—Leo A. Poulin, C. W. Linsay, Ltd.; 
J. D. Berand, Blumenthal and Sons, Ltd.; E. Lemieux, 
Goodwin’s, Ltd.; A Perreault, R. J. Tooke’s, Ltd. 





A modern front and up-to-the-minute display windows 
have been installed at the Smith Shoe Store, Shenandoah, 
Ia. The window backs are finished in light gray with 
rows of prism glass above. 





ae 





Toronto Displaymen Banquet at King Edward Hotel, the Guests of John Forsyth, Ltd. 
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CINCINNATI READY FOR MEETING 
OF OHIO DISPLAYMEN 


A rousing meeting of the Cincinnati Association of Dis- 
playmen, held at the Gibson hotel on the night of January 
3, indicated that the annual convention of the Ohio Asso- 
ciation of Displaymen, scheduled for meeting in Cincinnati, 
February 12, 13 and 14, will be an event of tremendous 
importance. The members of the Queen City local, under 
the direction of President Arnold Loring, have manifested 
an enthusiasm that enlists the active support of each man, 
which augurs for a most successful event. 

Committees in charge of the convention arrangements 
are: Program, Arnold D. Loring; Demonstrations, Al 
Kein, R-B Clothes Shop; Manufacturers’ Exhibition, Leo 
Stanford, House of Jonap; Reception, F. Rosenthall, Burk- 
hardt’s; Entertainment, Gordon Drake, Burkhardt’s; Ad- 
vertising, R. C. Courtney, Hanke Bros.; Registration, Ed. 
Staffan, Signs of the Times; Decoration, M. H. Fagelman, 
The Big Store. 


CARD WRITERS 
FREE CATALOG yoo cc, 


Over 100 pictures of Brushes and Sup- 
plies. Address Desk W-23. 


DICK BLICK, Mgr. 
Galesburg Illinois 











FALL RIVER HAS INTERESTING PRE-HOLIDAY 
DISPLAY CONTEST 





Winners in the window display contest conducted in 


Fall River, Mass., just preceding the holidays have been 2 
ianaien os tea: The Prices Speak for Themselves 


First prize, lst division, Cherry & Webb; 2nd prize, 


f : : Note the “sample offerings” listed here, then 
Adaskan Furniture Company; 3rd prize, R. A. Me Whirr 


send for big January circular showing ALL of 





Company. Prizes in the second division went to Burke & them. Supply your wants right now at the start 

Davis, lst prize; Blakely & Wordell, 2nd prize; A. B. C. of your busy Winter season. 

Bakery Co., 3rd prize; Allen’s Flower Shop, 4th prize; Daily’s “Perfect Stroke” Show Card Colors 

Alaska Fur Company, 5th prize; Potter & Earle. 2-0z. size, each $ 20; dozen______--------_- $ 2.40 

Mont: size, each 8.505. deaen=....... 6.00 
USES DISPLAY WINDOW TO l-pt. size, each + dozen__..--_--------- = 
DECIDED ADVANTAGE ied <= eee = 
A recent window display featuring the new Chalmers 

Coach brought crowds to the window front of the Coast Sizes 5, _ (eapnertintul ange es 

Motor Company, Tacoma, Wash. L. A. McKee, under wo cli prcndailnhadocniieccle san ite $2.50 

whose direction the display was arranged, enthusiastically ee a Fay i icaaaliiedat $7 10 

urges the window display as a powerful medium through RR Barca a Bias cdnitertaessaieiodaien ° 


which not only to attract favorable attention but to forci- 


bly present the selling features of any product. Bert L. Daily 


Ennis & Gill, Los Angeles, have just completed exten- 126-130 E. Third St. Dayton, O. 
sive store improvements including a new store front with 
marble window backgrounds. The store has been equipped 
with entire new fixtures. 














Seek a new Position? Use the Opportunity Exchange. 
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Attractive Signs, Show Cards, Posters and Window Back- 
{, grounds Like a a Magnet Attracts the Eye and Draws Trade 


USE Models “D” or “H”—Most Popular 
WRITE FOR CATALOG 



















The Kind that Pays— 
“Done with a Paasche.” 


Make every sign, pos- 
rer, show card you turn 
out 


Forceful, Attractive 
Artistic 


PAASCHE FAMOUS 3-IN-1 AIR BRUSHES 


repay you through DURABILITY, SPEED, EFFICIENCY and by the help they give 
you in doing your work BETTER 


PAASCHE AIRBRUSHES WHENEVER, WHEREVER USED IN CONNECTION AIRBRUSH ™ yi 5 
WITH ALL DISPLAY MATTER ARE ALWAYS IN THE FRONT ROW 


a, ‘ 
1902 Diversey Parkway S@Qdee Her Sud Gp. cuicaco, ILLINOIS P BS if ix 
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RICH WITH 
OPPORTUNITIES 


Made in all sizes 
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Wood Display 


Specialties 





DISPLAY SCREENS 
ADVERTISING FRAMES 
SHOW CARD SUPPORTS 
COUNTER DISPLAY CASES 
DISPLAY RACKS 





Miami Manufacturing Co. 
PERU, IND. 
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Does Your Window 
Attract Business? 


Your window is your most expensive salesman. 
Do you help it make sales for you? A good 
window attracts favorable attention, creates de- 
sire for the merchandise displayed, and brings 
the customers into the store. You can help your 
window do this successfully by dressing it with— 


HYDOL SILK PLUSH 


IN THE NEW AND BEAUTIFUL 
RANGE OF COLORS 


IN 24-INCH, 36-INCH AND 
50-INCH WIDTHS 


















SAMPLES AND DESCRIPTIONS 
GLADLY SENT ON REQUEST 


Hydol Plush Mfg. Co. 


—ESTABLISHED 1889— 
30-32 West 27th St. New York, U. S. A. 


“Hydol Silk Plush (+- Quality x Service—Price)=Value.” 
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National Display Campaigns and Contests 

















W. L. JUKES WINS THREE PRIZES 
IN NATIONAL DISPLAY CONTESTS 


For the third time within a year the Charles S. Stifft 
Co., Little Rock, Ark., has won first prize in a country-wide 
window display contest. The latest win carries with it a 
cash award of $100, offered by the Add-A-Pearl Company. 
This same store took first place among 756 contestants in 
recent Ingersoll Watch Contest, and first in competition 
with 948 contestants displaying Wahl Eversharp products. 

The three winning displays were planned and installed 
by William L. Jukes, display and advertising manager for 
the Stifft store, who advises that he has just entered new 
displays in the current contest of the Wahl Company. 





LAVIGNE WINNER IN DISPLAY CONTEST 
Richard Lavigne, display manager for the Sutton Shoe 
Store, Lake Linden, Mich., has been notified of his success 
in the recent display contest conducted by the Scholl Man- 
ufacturing Co., Chicago, in which he was awarded one of 
the special prizes. 





SHEBOYGAN LOOKS FOR WISSINK 
WIN IN BIG CONTEST 
Speculation is rife concerning the possibilities of a 
recent window display at Prange’s, Sheboygan, Wis., where 
J. P. Wissink directs the display department. A photo- 
graph of this display featuring products of the Hoover 


Suction Sweeper Co., has been entered in the national 
display contest now being conducted. 

Mr. Wissink captured the big prize in a similar contest 
last year and the most recent display is generally con- 
sidered to be the best of its kind ever seen in Sheboygan 
or vicinity. 





ERNEST R. MURRAY TAKES PRIZE 
IN ADD-A-PEARL CONTEST 


Third prize, twenty-five dollars, has been awarded to C. 
B. Brown & Company, Omaha, Nebr., for excellence in 
window display as evidenced in the recent display contest 
conducted by the Add-A-Pearl Co. The display was de- 
signed and installed by display manager, Ernest R. Murray. 
Announcement of the grand prize award in the same con- 
test will be made on February 1. 





NEW HUDNUT SERIES. PLANNED 
A new series of display features including dummy pack- 
ages, section screens, fancy bottles and beautifully litho- 
graphed display panels will soon be issued by Richard 
Hudnut Company, New York. 





NEW LITHOGRAPHED DISPLAY SIGNS 
The Boston Varnish Company are introducing a beau- 
tiful new series of lithograph display cards and window 
signs featuring one of their best known products, Kyanize. 
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NEW IDEAS 
IN DISPLAY EQUIPMENT 




















ANOTHER IMPORTANT NATIONAL X-RAY 
LIGHTING DEVELOPMENT 


Displaymen and merchants will be interested in the 
latest development in show window lighting, which fea- 
tures the new show window spotlight, the product of the 
National X-Ray Reflector Co., Chicago. 

This new light is known as the No. 33 Window Flood 
Light, and differs from previous spotlights in that it lights 





the entire window with a flood of direct light from a 200- 
watt Mazda “C” lamp and concentrates a powerful beam of 
light in the center of this “flood.” Thus it is possible to 
“high-light” an article in the display without a sharp ring 
or cut-off of light, the high intensity fading away gradu- 
ally. 

It provides an inexpensive method of lighting small 
windows where no reflector equipment is employed. In 
windows already wired with reflector equipment it raises 
the light intensity at one point as compared to the balance 
of the window thereby featuring some one object in the 
bright center beam of light. 

The No. 33 Window Flood Light is regularly furnished 
with a color frame and four pieces of colored gelatine— 
red, blue, green, and amber. Complete details concerning 
this important development may be obtained in answer to 
a post card request to the National X-Ray Reflector Co., 
235 W. Jackson Boulevard, Chicago. 





SCHACK’S CATALOG SHOW ADVANCED METHODS 
IN MERCHANDISE PRESENTATION 


Displaymen and merchants will welcome the Spring 
edition of Schack’s 1923 Book, the catalogue ‘of the 
Schack Artificial Flower Co., Chicago. This new book will 
present a striking innovation in catalog make-up with 
the various types of decoratives so classified and grouped 
as to make selection and buying from it a simple matter. 

To just such progressive introductions as this; to the 
constant effort to add distinctive service to Schack quality 
and value, the Schack company attributes their position in 


the field. The new Spring catalogue is not only unique in ~ 


design, but contains the most striking presentation of orig- 
inal designs ever produced in the studio of this leading 
establishment. It will serve as an efficient buying guide 
and as an aid in the planning and construction of business- 
getting displays. Copies are free on request. Write for 
Spring Flower Book, SA-50. Address Schack Artificial 
Flower Co., 1739 Milwaukee Ave., Chicago. 





NEW WORK—ALARM TIME-SWITCH INTRODUCED 
BY A & W COMPANY 


The A & W Electric Sign Company, Cleveland, has 
just completed, and is now manufacturing what is termed 
by the A & W Co., a Work-Alarm time switch. Included 





Novelty Window 
Decorations 


for 


MID-SEASON 
DISPLAYS 


Most unique line of advance 
SPRING 


items now completed 





Newest ideas in Papers, Placques, 
Decorative Units, Etc., Etc. 


Send for catalogs at once. 


Doty & Scrimgeour Sales Co., Inc. 


“BETTER WINDOW DISPLAYS” 


30 READE STREET NEW YORK 











INCREASE YOUR SALES 
With This Attractive, Attention Compelling 


Display Card Holder 


for Department and Window Display 

















| YOUR i 
T DISPLAY CARD | 
E HERE Eg 
] 


























Outside Size, 15x25 Inches 








Insures attention to your displays because of its 
novelty and attractiveness. Equipped with metal 
easel—will stand on counter or fixtures. Fine for 
use in window displays. Can be used over and over 
again by pulling out old card and inserting new one. 
Made of No. 1 bass wood, finished in white enamel 
paint. 


SEND FOR PRICES 





48 E. Fourth St. St. Paul, Minn. 
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BRUSH 5 © SUPPLIES | 


START THE “NEW YEAR” RIGHT 


by learning more about your business 
these books will help. 
SHOW CARD WRITING 


Modernized Methods in Lettering_-__$3.50 
100 Loose Leaf Lessons in Lettering__ 2.00 


A Show at Sho’ Cards.................. 4.00 
Daily’s Show Card Writing_---------- 2.00 
Modern Pen Lettering............... 90 
How to Paint Signs and Sho’ Cards___-_ 1.00 
Strong’s Book of Designs__-__------- 4.00 
Alphabets & Layouts__--_---------~~- 4.00 
Modern Show Card Writing_--------- 75 
ADVERTISING 
How to Advertise a Retail Store______ $3.50 
How to Get More Business______---_-- 2.00 
How to Plan and Advertise a Sale____-_ 1.00 
(By A. E. Edgar) 
Cotety Phoned BOR iikkictitewtnt aden 50 


Write for illustrated catalogue—IT’S FREE. 


Arthur CF. dioerauf ©Co. 


Sign and Show Card Writers’ Supplies. 
525 Woodward Ave. Detroit, Mich. 




















in its construction is a high-grade, 11 jeweled Waltham 
watch escapement made in conjunction with the A & W 
chronoscope governor, thereby forming an accurate time 
keeping adjustment. 

The switch mechanism and trip on the clock dial are 
so arranged that the clock will operate the switch for a 
period of 8 or 10 seconds at a time, four or five times 
a day so that it can be used to announce the time of 
starting work in the morning, stopping work at noon, again 
at 12:30 or one o’clock and again at quitting time at night. 

The announcement of this new work-alarn switch will, 
undoubtedly be received with much enthusiasm by mer- 





California Pampas Plumes 


Assorted colors—Red, Pink, Purple, 
Lavender, Orange, Yellow, Cerise, 
Natural (cream white) and Blue 
and Green in light or darker 
shades. 36 to 40 inches high, full 
and fluffy. 


$3.50 per dozen 
$35.00 per gross 


E. G. BARROW 


5955 Highland Ave,, St. Louis. Mo. 
































e The Perfect 
Single Stroke 

Medium for 

Lettering 


Price Tickets 


wa Show Cards 
é 
TO PE etc. 
g SPEED and UNIFORM LETTERING 
GUARANTEED 


Practical Lettering Outfit, consisting of 3 Marking and 
3 Shading Pens, together with Lettering Ink, sample Show 
Card in colors, complete instructions, figures and alpha- 
bets, prepaid at the special introductory price of $1.00. 
Complete instructor in Commercial Pen Lettering and 
‘ Designs, containing 100 pages, 8x11, with 147 Plates of Al- 
phabets and Designs—in addition to which this book contains 
nearly 2000 Advertising Phrases suitable for Show Cards, Posters. 
etc.—prepaid, $1.00. Catalog No. 38 of Lettering Supplies free. 


THE NEWTON AUTOMATIC LETTERING PEN CO., 
Newton Bldg. Pontiac, Mich. 



























chants who have for years relied on a separate gong on 
each floor, these in most cases Operated by hand. But one 
winding a week is necessary on the latest A & W invention 
since an eight day clock movement is employed. 





TWIN CITY DECORATING COMPANY 
TAKES ON NEW FLOWER LINE 
The Twin City Decorating Company, Plymouth Build- 
ing, Minneapolis, has discontinued the line of The Adler- 
Jones Co., and in the future will feature artificial flowers 
and decorations of the manufacture of The Schack Arti- 
ficial Flower Co., Chicago. 


2A RT REPRODUCTIONG 


PH°To-ENGRAVERS 


125 W. 4° Street 
CINCINNATI, OHIO, 





JSEVeaueates 
Color Process Plates 
Zinc Etchings 
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Wen Wanted Positions Wanted Tor Sale 


HELP WANTED 


POSITIONS WANTED 





WANT TO BUY 





DISPLAY MANAGER 


Wanted by a moderate sized 
Western Pennsylvania Department 
Store—to take charge of Seven 
Display Windows and _ Interior. 
Salary $50 to $60 weekly to start, 
and a sure chance for more later. 
Write full details as to past exper- 
ience, age, etc 

Address “A. B. C.” 
Care The DISPLAY WORLD 





Combination display and ad man and card 
writer seeks position of advancement. De- 
partment store experience. Samples of 
work and reference on request. Twenty- 
five and unmarried. Department store in 
the South preferred. 

EDWARD DAUGHDRILL TUBBS, 


P. O. Box 41, Plymouth, Ind. 














Valance Salesman—To sell our line exclu- 
sively, or in conjunction with other dis- 
play lines. Write stating qualifications 
and present occupation. Address 
A. M., 
Care The DISPLAY WORLD. 





DISPLAY MAN 


Several years of experience 


in large department stores. 
Best of references. Available 
March 1. Married. Position 


in east preferred. 


Address “A. H.” 
Care The DISPLAY WORLD 


PANEL DRAPES 


What have you to offer in 
above or Metal Cloth in pastel 
shades. Must be in good con- 
dition and reasonable in price. 
Make best offer in first letter. 


Address “D. F.” 
Care The DISPLAY WORLD 








WINDOW BACKGROUNDS 
Want four backgrounds 12x8 and 
could also use some card frames to 
match. Address “N. M.” 
Care The DISPLAY WORLD 











ART STUDENTS 
LEARN CARTOONING, commercial art, 
fashion art, newspaper and magazine illus- 
trating by mail, or local classes; write or 
call for information. 
ASSOCIATED ART STUDIOS, 
A-76 Flatiron Bldg. New York City 


Experienced Window Trimmer and Card 

Writer, some advertising, desires change 

on or before March 1st. Now employed in 

large department store. Ambitious, will- 

ing worker. Location West, preference 

California. Reference on request. Address 
FW, 


Care The DISPLAY WORLD. 











Store Manager—Wanted for moderate 
size store in South. Good opportunity for 
a hustler who thorouhly undersgtands 
merchandising. Address 
é: 3, 
Care The DISPLAY WORLD. 











Assistant to Displayman—Young man who 
has had some experience in window trim- 
ming desires position as assistant to dis- 
playman in large store. Willing to start 
for $25.00. Address 
M, B. M., 
Care The DISPLAY WORLD. 








REVOLVING CABINET 


Need revolving cabinet for 
interior display. Prefer one 
finished in American Walnut. 
Give full description and best 
price. 


Address “E, W.” 
Care The DISPLAY WORLD 

















IF YOU SEEK A POSITION—NEED A MAN OR HAVE ANY 
USED MATERIALS OR FIXTURES TO DISPOSE OF 


Use the Opportunity Exchange 


$1.50 


PER COLUMN INCH PER INSERTION, CASH WITH COPY. 
LARGER SPACE IN PROPORTION 


GOOD RESULTS AT LOW COST 





Opportunity Exchange for February Issue Closes February 10 








The proper use of Color exerts a powerful in- 
fluence on buying. It is often the determining 
selling factor. 


Good Color Harmonies are therefore a most 
vital consideration, because they help to sell 
merchandise quicker and the satisfaction of 
the customer is greater. 
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Greatly reduced illustration of the Taylor Color 
Chart. Harmonious color combinations are produced 
by placing the masks upon the bands of colors. Colors 
showing through openings are always in perfect 
harmony. Lithographed in 17 Impressions showing 
96 different colors, exclusive of black. 
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The Taylor System 
of Color Harmony 


A visible method of combining Color Har- 
monies easily, quickly, correctly. The only 
means available today by which infallible color 
combinations of 2 to 7 pure, different colors 
can be selected with instant result and at the 
same time produce as many as 20,000 fresh 
distinctive Color Harmonies! 


For Displayman and Merchant 


It will be of inestimable value to the Dis- 
playman in his department and windows, while 
the Merchant will benefit to the extent of 
thousands of dollars thru means afforded sales 
people to find perfect color matches—the one 
weakness of 999 out of 1,000 salespeople. 
How many sales have been lost due to the 
inability to suggest proper color match? 





“The Taylor Color Chart, if used only once, 
will more than repay its initial cost.”—Mr. J. J. 
Cronin, President, Metropolitan Association of 
Displaymen, New York City. 

“The Color Chart is wonderful. This does not 
say enough for it. I understand it very thoroughly 
after one evening’s study and would not be with- 
out it. I feel that my purchase of Color Harmony 
is a great step forward.”—Mr. L. Robert Rehm, 
Display Manager, Patterson-Fletcher Co., Fort 
Wayne, Ind. 

“We have you Color Chart in my office and 
we sure would not like to be without it. It is a 
great help and is used throughout our entire 
store.”—Brager Department Store, Baltimore. 

“The Taylor Color System contains more color 
ideas than the most virile artist could use in a 
lifetime of creative efforts."—Dr. Denman Ross, 
Head of the Department of Design of Harvard 
University. 
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30 Opera Place . 


- Cincinnati, Ohio 


EXCLUSIVE SELLING AGENT in the Display and Mercantile Fields. 










































































Beginning January Ist in our 
Spacious Chicago Show Rooms 





&- 


Here you will receive a wealth of fresh new 
ideas in cleverly worked out unit displays. . . 
in beautiful and elaborate settings of daring 
originality . . . in exquisite ‘‘one-color’” ef- 
fects blending harmoniously with artistically 
grouped decorations. 








Every display is based on sound practical mer- 
chandising principles! And every decorative 
piece in the exhibit is a product of our own 
studios. 
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Included in the displays are: 


Floor Coverings Artificial Flowers 
Scrolled Background Applique Hangings 
Tapestries Beautiful Vases 
Polychrome Furniture Wall Pieces 
Artistic Lamps Silk Pillows 


It is worth a trip to Chicago to see this won- 


derful exhibit! 


Designers and Makers of Original Decorations 


316-18 S. Wabash Ave. 
Chicago 


Studio—1160 Chatham Court, Chicago 
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